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HIS is the first annual 
Poultry Number of The 

Feed Bag. We have 
searched far and wide for busi- 
ness-getting ideas to present to 


our readers and now, as we go 


i, 
to press, feel that we have suc- eR 
ceeded in compiling an_ issue j 
full of helpful and practical OWES 


material. There is an idea on 


every page and none are so A -| he 
high-powered but what all of Z = | f 
our readers could put them into py 

practice and make a_ bigger ; 
profit doing so. Let us know 
whether or not you want anoth- \)\ | 
er Poultry Number next year. > 
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NORTHERN MILLING 


Wausau, w'S- 


EALERS and feeders alike make 
easy profits on the Wisconsin line 
of poultry feeds. Everywhere 
among progressive feed dealers 
Wisconsin feeds have the reputation of 
being fast sellers and sure repeaters. No 
lengthy arguments or high pressure sales 
methods are necessary 
to sell these feeds. 
The brand name is 
easy to remember; the 
trade mark familiar; 
the quality of the ra- 
tion and the integrity 
of the manufacturer 
long established. Yet 
as a result of favorable 
location and transit 
shipping privileges, 
low overhead and the 
Northern Milling Co. 
policy of ‘‘quality feeds 
at moderate prices’, 
you can always buy 
these feeds at a price 
that will give you larger than average pro- 
fits. But the man who makes the biggest 
profit on WISCONSIN poultry feeds is 
the MAN WHO FEEDS them. This, 
after all, is the secret of their fast grow- 
ing popularity. 

Make more money for your feeder, 


for every age: 
Chick Feed. 


veloper Feed. 


(\D 
TALE RON 


HNORTHERIN MILLING 


“Results Determine Value 


"\ The Wisconsin Line of Poultry Feeds 


HE Northern Milling Co. 
manufactures, in its own 
big mills at Wausau, a mash 
and scratch feed combination 


FOR BABY CHICKS: 


Wisconsin Chick Starter Mash 
(with Cod Liver Oil) and Wisconsin 


FOR GROWING BIRDS: 


Wisconsin Growing Mash (with 
Cod Liver Oil) and Wisconsin De- 


FOR LAYING HENS: 


Egg Maker Mash (with Cod Liver 
Oil) and Wisconsin Poultry Ration. 


AN 

| 
FAT&% FIBRE 8% 
NORTHERN MILLING 


__ WAUSAU, WIS- 


Mr. Dealer, and you’ll make more 
money for yourself. Only two things 
are necessary—good, honest feeds and an 
aggressive, progressive selling and service 
policy. Join the family of Northern Mill- 
ing Co. dealers and you will have both— 
without paying. any extra cost for the 
quality or merchan- 
dising service. 

The scratch grains 
are all of the finest 
quality, clean, sweet, 
skillfully milled to pro- 
per granulations for 
the various ages and 
mixed in scientifi- 
cally correct propor- 
tions. The mashes all 
contain dried butter- 
milk, pure vitamin- 
tested NOPCO cod 
liver oil and essential 
minerals in addition to 
choice meat scraps and 
cereal meals. 

You can get Northern Milling Co. 
Poultry Feeds in mixed cars with Dairy 
Feeds, Corn, Oats, Flour, Bran, Mid- 
dlings, Oil Meal, Gluten Feed, Oyster 
Shells, Meat Scraps, Seeds, etc. Now 
booking for spring delivery. Write for 
samples, and dealer proposition. 


WAUSAU, 


WISCONSIN 


: The Poultry Feeds for Poultry Profits 
Z IN| WISCONSRY” 
\ 100188. 7 SCONSIN WISCONS ‘= 100 LBs. 
| | 


Loads, Mixes, Sacks 
The Eureka 3-in-1 Feed Mixing Machine 


blends and mixes all kinds of dry feed. 
A one-man machine. Complete in one 
unit---saves space, time and attention. 


The 
Eureka 3-in-1 Feed Mixing Machine 
- cleans itself automatically after each batch 
is finished. Shipped ready to operate. Write 
for full information. 


Superior D. P. Cups Increase Elevator Capacity 


Without changing any- _ 
thing but the cups you § 
can increase your elevator 
capacity 20%. Superior } 
. P. Cups can be placed 
closer on the belt. They [iM 
discharge perfectly. Use 
these better cups. 


Everything Jor Every Mill and Elevator 


‘Jhe Stron§-Scott Co. 


In Canada: The Strong-Scott Mfg.Go.Ltd. Winnipeg 


Our QUALITY CORN is a real Buy. It 
‘will satisfy you and satisfy your trade. 
This is a specialty in yellow corn, carefully 
selected, clean and practically free from 
damage. The price is at a good discount 
under the regular grades. - 


<a Write or phone for our quota tions |® 


FROEDTERT GRAIN & MALTING Co. 


MILWAUKEE—MINNEAPOLIS 


Operating Elevators at TELEPHONE 
MILWAUKEE, MINNEAPOLIS, WINONA 
and RED WING, MINN. BRoaDWAY 5600X, MILWAUKEE 
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Woodworth 
& Co. 


MINNEAPOLIS, MINN. 


Offer a complete 
line of 


Millfeeds 


either straight 
or mixed 
cars 


Large warehouse facili- 
ties and complete 
stocks insure prompt 

shipment. 


Grain 


We offer: 


Oats, 
Corn, 
Rye, 
Barley 
and Chicken Wheat 


Write, wire or phone 


ATLANTIC 4593 
FOR PRICES 


Try Us. 


You will like our service 
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| — Farm — | 
vertisemen 
| It pays to 
sell 


ARCADY and 
WONDER 
FEEDS— 


Perhaps your 
territory is 


The final test, in the kind of feeds you use, 


is the balance on your bank book. Arcady and open— 
Wonder feeds have given o_ profits to 
illustrated Dairy and Poultry Books, dealers rite today tor 
name, etc. No obligation. 
dvcaly Farms Milling Co. full details 
Dept. 64 Brooks Bldg. 
Chicago, Ilinoi: 
Arcady Farms 
@e 
WRITE TODAY for Milling Co. 
FREE POULTRY DEPT. 64 
and DAIRY BOOKS 


BROOKS BUILDING 


March Farm Paper CHICAGO 
Advertisement 


Sterling Poultry Feeds 
A COMPLETE LINE OF 
MIXED GRAIN FEEDS 
and 
GUARANTEED-TO-SATISFY MASHES 


also 


MIXED CARS 


Containing any of the standard mill feeds-- 

bran, middlings, rolled oats, oil meal, etc., 

as well as oyster shell, animal protein 
products, dairy feed, etc. 


Write, wire, phone for quotations on requirements 
of any size. 


Northrup, King & Co. 


FEEDS AND SEEDS 
MINNEAPOLIS, MINN. 
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Help Poultrymen To Feed Correctly 
You'll Get Repeat Orders 


Most Farmers Lose Faith Because They Don’t Get Results With Rations 
Extend Your Services Beyond The Sale AndShow Them How To Succeed 


By Frank Brobst 


Advertising Manager, Ladish Milling Co. 


cial poultry mashes? 

Service to the feeders and pro- 
fit for the dealer enter very closely 
in this subject. The questions that im- 
mediately arise are the following: First, 
Is it best to sell the ingredients 
to the farmer for home _ mixing? 
Second, Is it best for me to mix mashes 
for them? Third, Is it best not to 
urge the use of mash at all? Fourth, 
How should I push commercial mash 
feeds? 


pou a dealer push commer- 


Tell Them How 

The best way to satisfy your cus- 
tomers is to give them good service 
and sell them feeds which are profit- 
able to them. The point of service is 
purely within your control. By follow- 
ing simple rules you may soon become 
an advisor to your customers and as 
a result they will make a profit by 
feeding your feeds. 

The successful dealer directs his 
trade in HOW to feed. His trade fol- 
lows his directions. It is very diffi- 
cult for a dealer-to give directions for 
the proper feeding of a poultry mash 
which the farmer is going to mix from 
ingredients he purchases at the feed 
store. It is almost equally as difficult 
for the dealer to recommend the pro- 
per feeding directions for a mash which 
he mixed himself for the feeder. This 
is true because of the varying type of 
raw materials the dealer is so likely to 
receive from the different mills from 
which, he purchases them. 

Uniformity Is Important 

Commercial poultry mashes manu- 
factured by reputable firms are uni- 
form in quality because the manufac- 
turer will not accept anything but the 


correct grade of ingredients. This uni- 
formity cannot be maintained as rigid- 
ly by the dealer-mixer because he is 
not in a position to test the raw ma- 
terials to be used. 

The uniformity of commercial poul- 
try mashes makes it easier for the 
dealer to give correct rules for feed- 
ing. This means profitable results for 
the feeder and a loyal increasing trade 
for the dealer. 

Manufacturers of commercial poultry 
mashes determine carefully 
through long experiments and inves- 
tigations just how their poultry mashes 
should be fed to get the best results. 
This information is gladly passed on 
to the dealer and then to the user. The 
dealer does not have to say to him- 
self, “I hope that Mr. Jones gets good 
results by feeding the way I told him”. 
He knows that he will get good results 
when he sells reliable commercial poul- 
try mash. The feeding economy of 
these feeds has all been worked out 
by the manufacturer for the dealer’s 
use in recommending them. 

Careful Feeding Required 

The very nature of the poultry “busi- 
ness makes careful feeding an item of 
great importance. The average farmer 
often has little success with poultry. 
To succeed he must be above the aver- 
age. 

His lack of success is often due to 
lack of proper feeding. When he gets 
better results with a mash and scratch 
grain ration as recommended by his 
dealer, he is inclined to continue using 
that method of feeding. 

But the dealer must not only recom- 
mend to his patrons the use of com- 
mercial mashes and scratch grains. He 
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must also give him simple but correct 
directions for feeding these poultry 
feeds. Giving him a booklet is not 
enough. He should also tell him how 
to feed. The dealer should say “John, 
feed your hens 12 or 13 pounds of 
scratch feed a day per 100 birds and 
keep the mash before them all the 
time.” Then a booklet with feeding 
directions may be given to supplant 
the information. 
Correct Poor Feeding 

Farmers in many sections are in the 
habit of getting a little cottonseed meal 
and oil meal to mix with what they 
have at home for their dairy cows. 
When you sell them poultry mashes 
they are inclined to use it in about the 
same proportions as they have been 
using the cottonseed meal for their 
cows. So it is up to the dealer not 
only to urge buying of commercial 
poultry mashes but also the proper 
feeding of them. 

Correct feeding of commercial poul- 
try feeds in a large percentage of the 
farm flocks in the country would re- 
sult in greatly increased poultry pro- 
fits. No thinking person who is at 
all acquainted with the conditions 
under which farm flocks are fed will 
deny this. When dealers convince 
farmers to use commercial poultry 
feeds and use them correctly many of 
them will follow their advice and make 
a greater profit by doing so. What 
is the result? The dealer gets re- 
peat orders. 

Gains Feeder’s Confidence 

But that’s not all. The dealer not 
only gets repeat orders but he has 
gained the confidence of the feeder. 
Confidence means loyal patronage, a 
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trade that will stick with you because 
of result. A competitor cannot come 
in with a good buy and get this kind 
of trade started away. When you sell 
raw materials such as corn, cracked 
corn, oats, or meat scrap for chicken 
feed you can not build a trade that 
will compare to a business built with 
commercial poultry feeds. This is true, 
not because the corn or oats or wheat 
you sell are not good quality products, 
but because they are standard and may 
as well be bought at some other store. 
Poultrymen buy commercial poultry 
mashes by the brand. Get them to 
use your brand. 

There is no way of making a profit 


il 


MEAT — 
FOR POULTRY 


When you handle 


Darling’s Meat Scraps, 
Tankage and Bone Meal 


you are handling the best the 
world produces--and it doesn’t 
cost you one cent more than 
the other kind. 


Darling & Company 


Union Stock Yards, Chicago 


LaBUDDE FEED & GRAIN CO. Milwaukee 


by feeding poultry a straight grain 
ration or a ration which is out of bal- 
ance. Through your recommendation 
of feeding commercial poultry mashes 
correctly, you have done the farmer 
a real service. It is through service 
that you succeed. 

It is quite apparent that a dealer 
should answer the question, “Shall I 
‘push’ commercial poultry mashes?” in 
this way, “Yes, I should push a good 
line of commercial mash feeds, but I 
must make it my business to see that 
the feeders use them correctly”. 

In this way you build a business 
which you can control, and which is 
sound and profitable. 


STATE DISTRIBUTORS 


MERCER MILLING CO., Mercer, 
Pa., is nearing completion of a new 
flour and feed mill. E. E. Yarlett, 
formerly of the Pigor Milling Co. will 
be superintendent of the new Mercer 
plant. 


CLARENCE LEGTER’S feed mill, 
North Clymer, N. Y., was destroyed 
by fire. Loss, estimated at $25,000, 
was partly covered by insurance. 


JAMES H. GRAY, president of the 
J. H. Gray Milling Co., Springville, N. 
Y., has been appointed a member of 
an international commission to plan 
for the development of a Greater Ni- 
agara Frontier. 


THOMAS M. RYAN, Buffalo, 90 
years old, and a familiar figure on the 
Buffalo Corn Exchange floor for more 
than 50 years, is dead after a long 
illness. He was identified with mill, 
elevator and shipping companies and 
gained wide acquaintance among east- 
ern feed men. He was at one time 
president of the Buffalo Board of 
Trade. 


EDWARD F. GLOR, secretary of 
the Wells-Birch Feed Co., Alexander, 
N. Y., is back on the job after taking 
a feed course in St. Louis. 


==, = =, ~ 


100 Net 


DICKINSON’ 


THE ALBERT DICKINSON CO. 
MINNEAPOLIS. MINN. 


GUARANTEED ALYSIS 
CRUDE PROTEIN 16.0% CRUDE Ft 40% 
CRUDE FIBRE 12.0% CARBOHYDRATES 50.0% 
NITROGEN FREE EXTRACT 38.0% 

ADE FROM-OLD PROCESS LI 
COTTONSEED MEAL” Come 
BOLTED GRAIN SCREENINGS, CORN 
MEAL. MOLASSES. CARBONATE. 


A COMPLETE STOCK 


Dairy and Poultry Feeds 


for your warehouse in 
MIXED CARS. 


of 


It’s time to consider your need 
of CHICK FEEDS and CALF 
MEAL. We have Quality to 
offer that assures a growing 
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We can ive it to you. 


The Albert Dickinson Company 


MINNEAPOLIS, MINNESOTA 


Wire for special service. 


demand for GLOBE FEEDS. 
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Farmer’s Needs Will Guide Dealer 


In Future Feed Business 


Modern Feeding Methods Require Products Other Than Raised On Farms 
Quality Rather Than Low Price Will Be Sought In Commercial Mixture 


By J. G. Halpin 


Professor of Poultry Husbandry, University of Wisconsin 


T seems to me that the feed dealer 
I in the future is going to pay more 

attention to the farmer’s needs. 
There are certain things that, the far- 
mer will always need to buy. There 
are other things that most farmers will 
need to buy and then, of course, there 
are some farmers that need to buy 
everything. 

As I see it, the feed deal- 
er’s job in the future is 
going to be to sell the 4 
farmer those things that 
the farmer needs rather 
than those things the feed 


dealer could make an im- ZBeeeeere 


mediate profit. 
Grit or Oyster Shell 

As an illustration of 
those things which all of 
our farmers need, I would 
mention oyster shell or 
some substitute. Our 
farms will find it impos- 
sible to ever produce a 
satisfactory substitute for 
oyster shell on our Wis- 
consin farms, but their egg 
production and profit from their flock 
will depend upon the hen having the 
oyster shell or a substitute. I think 
this is well shown in circular 141 on 
“Feeding for Eggs.” 

Other things that most farms will 
need will be things like meat scrap and 
the like of that. On some farms there 
may be enough milk and meat feed 
available for the flock, but on most 
farms the meat scrap will need to be 
purchased. Also on most farms they 
will probably find it an advantage to 
buy many of the good standard high 
protein grain by-products. 

Most farms even though they raise 
wheat will probably find it to their ad- 
vantage to sell the wheat in part and 
buy bran and middlings. Some farms 
will then find it possible to produce 
practically all the grain that their hens 
need. The feed dealer will supplement 
the grain with the other essential 
things and make a satisfactory feeding 
schedule possible for the farm flock. 

Supplying Mixed Feeds 


For 
over at Whitewater for years has been 
grinding the farmers’ grain, adding the 


instance, our friend Dadmun 


necessary high protein and minerals to 
the ration, running it through the 
mixer and delivering the feed back to 
the farmers. Many other feed dealers 
are doing the same thing. For instance, 
if a farmer brings in 200 lbs. yellow 


The above illustration of S. C. White 

Leghorns was drawn for The Feed Bag 

cover by J. Gielens, animal illustrator. 

Cuts of the above size for use in adver- 


tising can be obtained by remitting 
$1.00 to The Feed Bag. 


corn, the mill will grind it, add a bag 
of bran and a bag of middlings and a 
bag of meat scrap and 5 Ibs. of salt. 
The farmer buys a bag or two of 
oyster shell, takes the mash home and 
puts it in his feed hopper, puts the 
oyster shell in the shell hopper and 
the hens are allowed to help ‘them- 
selves. The farmer goes to the barn 
and gets the grain for the daily grain 
feed. 

In other instances, the farm will not 
have the grain in the barn and will 
need to buy it all. Sometimes he will 
prefer to buy this grain and mash all 
ready made up in bags for him. In 
that case he will buy what is com- 
monly known as a commercial egg 
mash, commercial scratch feed and so 
cn. 

Importance of Quality 


When it comes to buying these 
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ready mixed feeds, there I think the 
thing that the successful feed dealer 
is going to do in the future is to pay 
more attention to tne quality of the 
brand of the feed that he carries, rather 
than to the price or pretty pictures on 
the sack and the like of that. 

My attention was called not long ago 
to something that illustrates this. <A 
man asked me why it was 
that he could buy wheat 
middlings of a certain lo- 
cal dealer at such 4 price 
and at another dealer at 
ae a price $2.00 cheaper. On 
examining samples of the 
middlings we found one 
man’s was a pure wheat 
middling, and the other 
man’s was a mixture of 
weeds and other refuse 
ground and mixed with the 
middlings. I would ven- 
ture to say that there was 
most immediate profit in 
selling the cheaper grade 
stuff, but I do not think 
there is a future profit 
in this kind of business. 


H. J. HEINHOLD, Buffalo grain 
and feed broker, is enjoying a vacation 
at Miami, Fla. 


GEORGE WEAVER, of the Mil- 
lersburg Milling Co., Millersburg, Pa., 
is to be awarded a silver cup offered 
by James W. Baker, Harrisburg grain 
merchant, for performing the best serv- 
ice in helping to eradicate smut in 
Pennsylvania. Mr. Weaver is credited 
with treating 8,300 bus. of wheat seed. 


GEORGE F. LICHT, former 
mayor of Geneva, N. Y., died at Long 
Beach, Calif., recently where he lived 
since 1926. He was credited with sev- 
eral milling machinery .patents and was 
widely known in the East. Besides be- 
ing mayor of Geneva he was a former 
police and park commissioner in that 
city. 


FARMERS’ STATE BANK, Bul- 
pitt, Ill., recently bought the Farmers’ 
elevator at Kincaid, Ill. 
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/ Quaker Dealers Hold 


These Advantages 


There are real advantages in being 
a Quaker Dealer. You get feeds 
and flour in the same car. You get 
the benefit of the prestige all 
Quaker products enjoy. You enjoy 
customer good-will because Quaker 
Feeds “do the work.” You get ad- 
vertising help from Quaker right 
in your community. If you want to 
be a Quaker Dealer, write today to 
The Quaker Qals @mpany 


CHICAGO, U. S. A. 
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Quaker 
Qu FUL-Q-PEP uake, 
We THE FEEDS IN STRIPED SACKS ~ 


HOW TO SELL 
POULTRY FEEDS 


Recognizing the importance of poul- 
try business to the feed dealer, The 
Feed Bag is issued this month as a 
special poultry number. It is filled with practical ideas 
which a dealer may read and apply to his business, and it 
will pay all of our good friends to spend more time than 
usual in looking through its pages. 

We recently made a trip through the rural districts of 
Wisconsin, and were surprised to notice on several of our 
visits the apparent disregard among farmers for proper 
feeding methods of their poultry. One of the methods, par- 
ticularly, made us realize the need of an alert feed dealer 
in the community. The housewife walked into the granary 
of the farm, filled an old tin pail with a scoop of oats, threw 
in a few handfuls of barley, and a sprinkling of corn, walked 
to the hen house and threw it broadcast over the floor. Can 
you imagine the egg production of a flock fed by this 
method? 

A feed dealer could have easily persuaded this farm 
wife to try his brand of feeds. She was not to blame for 
the plan she followed to feed her hens. It was the only 
one she had ever learned. 

Educating farmers to adopt better feeding methods is 
only one of the many opportunities open for increasing 
business in poultry feeds and supplies. The Feed Bag this 
month suggests many others, and all of them are sound and 
practical. 

Arm yourself with these ideas and try them in your 
territory, and you will find your cash register ringing more 
often. 


WHAT COST One and a half million dollars are wasted 
CREDIT per year due to use of inefficient credit 

by farmers of New York state buying 
feed, fertilizer and lime. This fact was brought out by 
Prof. V. B. Hart of the New York State College of Agri- 
culture in an address before the annual winter meeting of 
the Eastern Federation of Feed Merchants at Binghamton, 
N. Y., February 22. The address by Professor Hart on 
the farm credit situation with particular references to its 
application to the feed trade is published in full on page 12 
of this issue of The Feed Bag. 

The New York State College of Agriculture estimates 
that the feed, fertilizer and lime bill of New York farmers 
totals approximately $50,000,000. Surveys of the same in- 
stitution have revealed that feed store credit costs the 
farmer approximately 14 per cent per year and that the 
average account is of four months duration. The credit 
cost of buying $50,000,000 worth of feed, fertilizer and lime, 
therefore, is approximately $2,500,000. If this same credit 
had been obtained from banks, it would have cost approxi- 
mately only $1,000,000, figured at 6 per cent, and the differ- 
ence between $1,000,000 and $2,500,000 or $1,500,000 would, 
therefore, have been saved. 

Professor Hart does not believe that all of the cost of 
this inefficient credit can be saved to the farmer but he be- 
lieves that there is an excellent chance to save some of it. 
The merchant, banker and farmer are all equally to blame 
for the present credit situation according to Professor Hart 
and his colleagues who are now engaged in a campaign to 
improve the situation in their state. Read the report of 
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Professor Hart’s talk carefully and study the charts pub- 
lished with his article on another page of this issue of The 
Feed Bag. The article and the figures present a strong 
argument for the cash basis of doing business and should 
be interesting to every person in the feed trade. 


WHAT IS THE COST J. W. Schaefer, secretary and 
OF PRICE CUTTING treasurer of the Thiensville Mill- 

ing Co., Thiensville, Wis., sends 
a letter to The Feed Bag condemning the price cutter. We 
absolutely agree with Mr.. Schaefer. 

A price cutter is a business parasite. No one loves him. 
He undermines good business policies; he degrades pro- 
ducts; he gets his customers into the habit of sacrificing 
quality for price. 

The Feed Bag carried an article entitled, “The Cost of 
Price Cutting,” in its first issue of August, 1925. Harry 
Colman, accountant and cost advisor of the National Retail 
Lumber Dealers’ Association, author of the article, cau- 
tioned dealers with the following facts: 

“Before you reduce selling prices to stimulate business, 
figure out how much increase in volume wi!!l be required 
in order to make the same profit in dollars. Take the cus- 
tomary retail mark-up of 33% per cent that nets 25 per 
cent on sales. According to this figure, the dealer who 
cuts his price 5 per cent will be required to get 25 per cent 
more volume to make up the deficit; a 10 per cent cut 
means 66% per cent more volume; 12% per cent cut will 
require 100 per cent more volume; and a 15 per cent slash 
will demand 250 per cent more volume. Is it possible to 
obtain these increases without materially increasing the 
scope of operation and perhaps going into other territory? 

“This should be a lesson,” he warns, “to those who are 
anxious to get more business without giving attention to 
the margin of profit which they are making.” 

Cold facts and figures, therefore, prove that the price 
cutter is all wrong. A price cutter is also a poor sport. 
He doesn’t play the game fairly. He admits that he can’t 
make, a success of his business in an ethical way when he 
recedes to the bad practice of slashing prices. 

We are fortunate that the feed business has very few 
price cutters. Those who are following the practice should 
question themselves with a pang of conscience. There are 
better and more profitable ways to make money if it can’t 
be done by following the regular standards of an honest 
to goodness feed business. Nothing gives greater satis- 
faction to a man than to know that he is conducting his 
business clean and above board. It hurts to be branded a 
“hitter below the belt,” but what other opinion can the 
trade hold of a price cutter? 


A SUCCESSFUL 
CONVENTION 


More than 200 persons attended the 
Eastern Federation of Feed Merch- 
ants’ convention at Binghamton, N. Y. 
The large attendance indicates a true spirit of co-operation 
and shows that the organization means business. The asso- 
ciation also deserves to be complimented for its interest in 
the cash basis. With this policy to guide it the good ship 
“feed business” is due for a successful voyage in the East. 
The Feed Bag will be ever willing to help it along. 
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CRACKED: 


Carefully Sifted For Feed Dealer Consumption 


The United States should be thirsty. 
It is first in the production of salt, 
and it has prohibition. 

* * * 
1T COULD BE YOU 
No more, when wife asks for spring 
clothes, 
The floor Joe Feedman paces; 
Because last year he sold his feeds 
Upon a firm cash basis. 
*x* * * 

A farmer has discovered a way to 
keep crows from uprooting his corn. 
He erected a hot dog stand next to 
the field and the birds think it’s an 
onion patch. 


A MODERN GEORGE 
Poultryman’s Son: “Pa, did George 


Washington get whipped for playing 
with the incubator?” 


Busy Dad: “Why, son, that’s a fool- 
ish question.” 
Sonny: “Well, didn’t George say he 


did it with his little ‘hatchit.’ ” 
* 


Rooster, gazing disdainfully at incu- 


bator: “They’re carrying this birth con- 
trol entirely too far.” 
* * 

JUDGING BY EXPERIENCE 

Feed Dealer’s Son-to younger broth- 
er in bed beside him: “Jim, I think 
there’s company downstairs.” 

Jimmy: “How do you know?” 

Freddie: “I just heard Mamma laugh 
at one of papa’s jokes.” 

* * * 

What’s the need of blotters? The 
ink always dries before you find them. 
* * 

AIMED TO PLEASE 

Lady: “I want 20 pounds of corn, 
four pounds of brown sugar an’ ‘ad 

Feed Dealer: “Yes, but, madam, we 
don’t sell yeast.” 

*x* * * 

A neighbor’s garden makes good 
scratch feed for the hens and provides 
a lot of scraps for the people. 

* * 

THIS MONTH’S SLOW GUNS 

This is one month of the year when 
it is profitable to let your business go 


to seed. 

Easy buyers are usually poor pay- 
ers. 

Spring time is cleaning time—for the 
yard and your bad accounts, too. 

* * * 

A married man gets along better if 
his wife raises chickens rather than 
dickens. 


YOUR BUSINESS 
You may be an expert, well learned in 
sales, 
You may know your business from 
heads to tails; 
You may have a product that beats 
’em all; 
You may drive a bargain at every call. 
But your business won't last, it is easy 
to tell, 
If you haven’t the good will of men 
whom you sell. 
Noises do not affect some people. 
They sleep most soundly while others 
are building up their town about them. 


GILMAN LUMBER & SUPPLY 
CO., Gilman, Wis., has been incorpo- 
rated with a capitalization of $20,000 
te deal in lumber, grain, feeds and 
seeds. The incorporators are A. R. 
Heagle, M. E. Heagle and F. G. Ple- 
city. 


BUFFALO BOSTON 


Fancy Oats for Seed 


SAserane AND PRICES ON REQUEST 


36 to 38 pounds test 


Place orders now to insure prompt delivery for spring planting 


4 Please mention this ad. when sending for samples ie 


t= Quality Grain and Prompt Shipments “=! 


Old Corn — New Corn — Oats — Barley 


Call Broadway—3416-3417 


Cargill Grain Company 


MILWAUKEE, WISCONSIN 


Keeping Step With Public Demand 


Operating elevators with a total storage capacity of 15,000,000 bushels at well located centers. 
MINNEAPOLIS DULUTH GREEN BAY 


ESCANABA 
PORTLAND, ME. 


MILWAUKEE NEW YORK 
OGDENSBURG, N. Y. 


TOLEDO, OHIO 
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Cash Basis 


Is Gaining Popularity 


¢ 


Among Hastern Merchants 


More Than 200 Members Attend Successful Convention At Binghamton, N.Y. 
Dowe, Rogers, Johnson, Dunbar, Professors Hart And Powell Give Talks 


By David K. Steenbergh 


NLY at conventions such as the 
O splendid and enthusiastic win- 

ter meeting of the Eastern Fed- 
eration of Feed Merchants, which was 
held at Binghamton, N. Y., February 
22 and 23, can we begin to realize the 
greatness of the industry in which we 
are engaged. 

This recent convention was attended 
by more than 200 members of the feed 
trade and what is extremely significant 
—practically all of these men were 
present at the three business sessions 
and took part in the various discus- 
sions. It was a convention of few 
speeches, many valuable discussions 
and a good measure of fun. 

Cash Basis Popular 

The cash basis of doing business was 
the most popular topic discussed and 
one of the best talks ever given at any 
retail feed dealers’ meeting was that 
of Prof. V. B. Hart, of the New York 
State College of Agriculture whose 
words on “The Farm Credit Situa- 
tion” are published in an article start- 
ing on page 12 in this issue of The 
Feed Bag. 

Many dealers told of their exper- 
iences selling feed for cash and their 
methods of decreasing their volume of 
credit business. A motion which 
would have put the Eastern Federation 
on record as favoring a strictly cash 
basis of doing business was given seri- 
ous consideration but not presented 
for a vote because the officers believe 
that the subject is one on which each 
individual feed dealer should make his 


own decision. 
President Van Derzee Praised 

The first business session of the con- 
vention was called to order Wednes- 
day morning, February 22, by Presi- 
dent W. S. Van Derzee, of Albany, 
N. Y. Secretary W. A. Stannard, also 
of Albany, reported on the work of 
the association since the previous con- 
vention which was held at Buffalo in 
June, 1927, giving credit to President 
Van Derzee for his able leadership and 
hard work in putting the various as- 
sociation projects across. Mr. Stan- 
nard commented on the handling of 
the various complaints and sugges- 
tions received by the association. All, 
he said, were referred to the executive 
committee and all were given careful 
attention. He complimented the exec- 
utive committee for its work, calling 
attention to the fact that members of 
the executive committee pay their own 
expenses to and from and at all meet- 
ings. 

Other work of the association com- 
mented on by Secretary Stannard in- 
cluded publication of the Feed Merch- 
ants’ Bulletin, co-operation extended 
the state agricultural authorities in the 
promotion of farm inveniory week and 
the promulgation of better feeling and 
understanding in the functions of the 
retail feed dealer and the farm bureau; 
solution of the electric power charge 
problem in which co-operation of the 
power companies in standardizing their 
charges on a fair basis was obtained, 
and improvement of the finances of 
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the association through good business 
methods and larger membership. 
Radio Talks to Farmers 

Some of the things not yet accom- 
plished by the association as reported 
by Secretary Stannard included the as- 
sociation’s indebtedness which has not 
been entirely cleaned up, the district 
organization program which has not 
been particularly successful to date and 
the federation’s educational campaign 
to convince the farmer of the great 
service being rendered by retail feed 
dealers. 

In connection with the federation’s 
educational program, Mr. Stannard 
commented on a radio address he had 
made from WGY at Schenectady 
which was followed by distribution of 
a booklet describing the feed dealer as 
“the doctor of farms and feeds” to 
some 250 farm radio fans who made 
requests for same. Mr. Stannard ex- 
pressed belief that the radio is the 
best possible means of reaching the 
farmers with an educational campaign 
and suggested that the Eastern Fed- 
eration make an attempt to get on the 
air at regular intervals. Preliminary 
steps toward arranging a radio edu- 
cational program were made during 
the convention. 

Hart and Powell Talk 

Professor Hart’s address followed 
Secretary Stannard’s report. Full de- 
tails are given on other pages of this 
issue cf The Feed Bag. In answering 
auestions following his address, Pro- 
fessor Hart said that the cost of credit 
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obtained from the average retail feed 
store totaled $1,504 per year. Feed 
dealers, he said, could cut their prices 
approximately 2.75 per cent on a cash 
basis of doing business. He also said 
that signatures of both the farmer and 
his wife on any note were sufficient 
to satisfy the federal reserve bank 
ruling which requires two signature 
paper for discounting purposes and 
suggested that it would be a good idea 
for feed dealers to keep this fact in 
mind. 

Professor Whitman Powell, also of 
the New York State College of Agri- 
culture at Ithaca, advised the associa- 
tion that he was making a survey of 
the cost of doing business in feed 
stores to compare with that made by 
Doctor Perregaux several years be- 
fore and that he expected to complete 
his work in the near future. 

Cash Basis Discussed 

The Wednesday afternoon session 
was given over almost exclusively to 
a discussion of the application of the 
strictly cash basis idea to the conduct 
of a retail feed store and to an ad- 
dress by C. F. Dowe, St. Albans Grain 
Co., St. Albans, Vt., on the “Vermont 
Flood and the Feed Business”. The 
cash discussion was widely participated 
in and a few of those who took part 
included C. A. Johnson, DeRuyter, N. 
Y.; Lionel True, of Springville, N. Y.; 


Floyd Reynolds, Albany, N. Y.; A. O. 
Rue, New York, N. Y.; George H. 
Strong, Warwich, N. Y.; Henry Neff, 
Salamanca, N. Y.; H. F. Page, Frank- 
linville, N. Y. Some of the speakers 
told of how they were successfully op- 
erating cash basis stores and others, 
while agreeing that the cash basis was 
their ultimate goal, still voiced opinion 
that it would be hard to put across in 
their localities. 

Mr. Dowe said that the flood des- 
cended on Vermont November 3, 1927, 
after a very wet season and came on 
so fast that some folks had to leave 
their homes without stopping for 
wraps. In many places the water was 
12 feet deep rushing at high speed 
and the casualties included 62 human 
lives and 1,280 cows. The average 
rainfall over the Vermont area stricken 
by the flood was 8 inches in 44 hours, 
totaling to one cubic mile of water. 
The total estimated financial loss in 
the area was $30,565,000, of which 
$3,000,000 was sustained by the Cen- 
tral Vermont Railroad. 

There was no suffering from short- 
age of feed at any time in the area 
but feed was delivered to many farms 
and many localities in the face of great 
difficulties. At one place, Mr. Dowe 
recalled, it was carried on the backs of 
the farmers down one side of a treach- 


erous chasm across a _ hastily con- 


structed bridge with water rushing be- 
low and up the other side to the needy 
farms. Railroads did heroic work in 
re-establishing communications but the 
St. Albans Grain Co., according to Mr. 
Dowe, is still trucking feed to two 
stations. 

The annual winter banquet of the 
federation was held in the Spanish ball- 
room of the Arlington hotel, conven- 
tion headquarters. President Van Der- 
zee was toastmaster and W. K. Gu- 
lick, of Perkasie, Pa., served as song 
leader. Speakers were James T. Rog- 
ers, corporation council of Bingham- 
ton and J. Kenyard Johnson, manager 
of the Binghamton Chamber of Com- 
merce. The federation frolic, an ex- 
cellent vaudeville show which had been 
arranged by H. J. Barndt, of the Re- 
liance Feed Co., Binghamton, com- 
pleted the program. 

The final session of the convention 
was held in the art galleries of the Ar- 
lington Hotel, Thursday morning. It 
was primarily ‘a discussion meeting, 
with short talks by E. B. Dunbar, 
Little Valley, N. Y., president of the 
Mutual Millers’ and Feed Dealers’ As- 
sociation, and David K. Steenbergh, 
Milwaukee, managing editor of The 
Feed Bag and secretary of the Cen- 
tral Retail Feed Association. 

Mr. Dunbar who is manager of one 


(Continued on Page Thirty-one) 


These Monarchs Make Poultry Raisers 
Steady Customers 


They enable you to give each farmer 
individual service, take care of his pet 
whim and do it with a Profit. 


The MONARCH Corn Cracking and 
Grading Outfit 


Makes a high quality Steel Cut Corn, 
grades and aspirates it into three sizes 
and makes less than 5% meal. 
duct will improve the appearance of your 
scratch grain and increase its sale value. 


The MONARCH Vertical 
Feed Mixer. 


Its pro- 


Just the Machine you need to be able to mix up a batch of 
laying mash without losing time to clean the Mixer. 
takes little room, is easily installed and is made in sizes to suit every requirement. 


«| Catalog F 


are proving very valuable assets in a great many mills and feed stores. 


SPROUT, WALDRON & CO., 80x31s MUNCY, PA. 


CHICAGO OFFICE, 9 S. CLINTON ST. | 


which you can secure by asking for it explains these two machines that Ip 


Mixes thoroughly, quickly, 


Page Twelve 


THE FEED BAC—MARCH, 1928 


Convince Them With Local Evidence 
To Get Poultry Business 


Dealer May Obtain Records From Present Feeders To Sell Others 
He Should Assume Helpful Attitude And Plan His Calls Systematically 


By J. S. Jones 


Manager, Poultry Department, Purina Mills 


old-fashioned long distance 
type of testimonial has lost its 
effectiveness in selling. Not be- 
cause it is fundamentally unsound, but 
the abuses that have crept into it, such 
as the bought and paid for testimonial, 
have materially weakened the confid- 
ence of the customer. There’s always 
a shadow of doubt in the prospect’s 
mind on evidence hundreds of miles 
away from home. 
Local Evidence Sells 

Take yourself for instance. If you 
should happen to go into an automo- 
bile salesroom and the salesman would 
give you a long story about the size of 
the factory and the number of cars the 
manufacturer made last year and show 
you some “hurrah” letters from per- 
sons hundreds of miles away, you 
wouldn’t really! want to lay your cash 
down for that car. But suppose the 
salesman shows you miieage records, 
upkeep costs, trade-in values on the 
same make of car owned by friends of 
yours, then you would really begin to 
want that car. That’s local evidence— 
the strongest kind of selling ammuni- 
tion whether it is used for automobiles 
or poultry’ feeds. 

Perhaps the reason more feed deal- 
ers are not cashing in on local evid- 
ence in selling poultry feed is because 
they are not sure of themselves in 
knowing how to obtain the evidence 
or how to use it after they get it. Get- 
ting local evidence is important but 
using it is all-important. 

Approach Present Feeders 
The starting point in getting local 


evidence is with the feeders to whom’ 


you are now selling feed. With your 
co-operation they can give you enough 
facts and figures on their egg produc- 
tion, their cost of producing a dozen 
eggs, chick mortality, growth and early 
maturity to give you something to help 
make your talk to prospécts convinc- 
ing. If your present feeders are get- 
ting 148 eggs from a hen and your 
prospect is averaging 120 eggs you’ve 
got something interesting in those ex- 
tra 28 eggs a bird. Should your present 
feeders be getting 78 per cent hatch- 
ability while your prospéct is getting 
but 60 per cent hatchability, 18 more 


EGG-O-METER 
TO INCREASE 
YOUR PROFITS 


FIRST—WRITE BELOW 


YOUR PRESENT RESULTS 
WITH THE FEED YOU HAVE BEEN USING 


ormens L2OO | WE | mre [11-15 | 


DALY EGG 


POUNDS PRICE DAILY 
MASH Pe MASH 
Dany POUND cost 
LY 
x =| 
20 cost 
POUNDS PRICE 
SCRATCH PER — 


SUBTRACT TOTAL DAILY FEED COST 
FROM DAILY EGG INCOME, EQUALS 
DAILY PROFIT ON PRESENT FEED—> 


55¢ 


KIND OF 
reeo useo_ HOME, Mix 
NEXT 
TAKE TEN DAYS TO GRADUALLY CHANGE OVER TO PURINA - 
CHICKEN CHOWDER AND HEN CHOW 


TURN THE EGG-O-METER OVER [TO INCREASE YOUR PROFITS, 


P 3934 C-100-1-27° 


FOR AT LEAST NINETY DAYS 
FEED CHOWDER AND HEN CHOW AS DIRECTED 
IN THE PURINA POULTRY BOOK 


THEN 
FILL IN BELOW YOUR RESULTS WITH 
PURINA CHICKEN CHOWDER AND HEN CHOW, 


ove [2-15] 


| x | 3¢ | = [#330 
[ 20 3%4|=| 
zo |x| 3X 4/=| 


SUBTRACT TOTAL DAILY FEED COST 

FROM DAILY EGG INCOME EQUALS. 

DAILY PROFIT ON PURINA 

NOW-—FIGURE YOUR EXTRA PROFITS: 


Dany PROFIT 


OEALER 

URING THE MONTHS OF JULY, AUGUST, SEPTEMBER 
octosar AND NOVEMBER, THE OLD HENS ARE USUALLY 
MOULTING AND GRADUALLY CROPPING OFF IN EGG PRODUCTION, 
THIS SHOULD BE TAKEN INTO CONSIDERATION, FOR THIS AND 
MANY OTHER REASONS A SIX MONTHS FEED IS ALWAYS BETTER 
THAN A NINETY DAYS FEEO. 


| 


FEEDER 


Here is a reproduction of two sides of the Egg-O-Meter card filled in from re- 


sults of an actual test made by an Illinois 


eeder. These Egg-O-Meter cards 


make wonderful local evidence to use in selling other poultrymen. 


chicks out of every 100 eggs set will 
make him want your feed. 

In getting evidence from prospects, 
remember that the average poultry rais- 
er feels that he understands feeding. 
Don’t assume the attitude or give the 
impression that he has been wrong all 
these years. He probably is feeding 
the best ration he knows. 

Keep Good Records 

The best plan of procedure is to find 
cut what kind of results he is getting 
and what he is feeding. Thén show 
him the evidence from your present 
feeders and suggest checking up in a 
way that will get him interested in the 
comparison. Apply your figures of pro- 
duction to his flock and figure what it 
will mean in extra dollars to him over 
a year. Don’t say, “I can prove my 
feed is right.” Rather say to him, 
“Let’s work together and find out how 
much extra profit you can make.” 

Perhaps the easiest and quickest way 
to compare results is with a recording 
system similar to that used by Purina 
dealers. The poultryman is furnished 
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with an egg record card, a cost sheet 
and an egg-o-meter card. On one side 
of the egg-o-meter card are spaces to 
record his present egg production, the 
feed cost, daily egg income and his 
present net profit. On the opposite 
side are corresponding spaces to re- 
cord the results after the flock has 
been put on Purina Poultry Chows. A 
simple little turn of the card from one 
side to the other gives the poultryman, 
in his own writing, the facts and evid- 
ence he needs to determine which feed 
is the most economical for him to use. 
He realizes that this method is’ fair be- 
cause he supervises the gathering of 
the evidence and then sits as judge and 
jury in making the decision. You can 
rest assured that if your feed made him 
the most money, he isn’t going to say 
“not interested.” 
Plan Your Calls 

Another way of obtaining facts from 
new users of the poultry feed is by the 
“split flock” method, where you divide 
the flock, putting part on the new ra- 


(Continued on Page Twenty-eight) 
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GOLD MEDAL 


GUARANTEED 


{pain FELD 


Here’s How You Make 
More Money 


Gold Medal Three-In-One Service 
gives you the opportunity of stock- 
ing IN ONE CAR the most com- 
plete line of flour and feeds ever 
offered. 


Under the Old System You 
Invested 
1 Car Manufactured Feeds $1,000 
1 Car Mill Feed.......... 650 
1,500 


(Approximately) $3,150 


Under the Gold Medal Plan 
You Will Invest 
Manufactured Feeds 
Total $1,050 


(Approximately) 


Check Over Your Chick 
Feed Stock Now 


Thousands of broods of baby chicks 
are being hatched. There will bea 
demand for Gold Medal Chick Start- 
er and Gold Medal Chick Feed. 


Following quickly will be a demand 
for Gold Medal Growing Mash and 
Gold Medal Developing Feed. 


See that your stock is sufficient to 
fill all calls so you will not miss any 
of this profitable business. 
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Dealers report 
splendid results 


from use of this new 
“Single-Car” buying plan 


Gold Medal “‘Mixed-Car’’ Plan for buying manufactured feeds, 
mill feed, and flour is much more profitable. 


That’s the story we hear every 
day from dealers who are using 
the new Gold Medal Plan. 
They are making more money. 
And here is why: 


They fill all their requirements 
for manufactured feeds, mill 
feed, and flour in a single car. 
That means just one-third as 
much capital invested. It 
means clean, fresh stock all the 
time. It means reduced ware- 
house space and smaller inven- 
tories. 


And it means bigger business 
and better satisfied customers, 
because Gold Medal ‘“‘Tested’’ 
Feeds and Gold Medal ‘‘Kit- 
chen-Tested”’ Flour are recog- 


nized everywhere as products 
of the very highest quality. 


Back of them is the reputation 
of the world’s largest millers. 
Back of them is an iron-clad, 
money-back guarantee of satis- 
faction. Back of you is con- 
tinuous national advertising 
and merchandising plans that 
really sell the goods. 


These are the reasons why we 
believe it will pay you to fill 
your feed and flour require- 
ments the Gold Medal way. 
It’s a simpler, easier way, and 
amore profitable way. Get full 
details now of the Gold Medal 
**“Mixed-Car” Plan. See our 
salesman or write to us direct. 


Washburn Crosby Company 


DEPT. 


Minneapolis, Minn. Kansas City, Mo. 


MEDAL 


 Pouttay FEEDS, | MASHES ano DAIRY RATIONS 
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Farmer Is Now Thinking Seeds 
Solicit Advance Orders 


Dealers Discover That They Can Get Business Before Spring Rush 
Penny Postals, Newspaper Ads, Personal Calls Bring Early Sales 


melting snow, and emitting ex- 
cited caws always make a farm- 
er think of seeding time. 

They should also arouse the feed 
dealer and make him realize that the 
height of the seed season is near, and 
that it is the last call for developing 
a profitable volume of business. 

The Last Minute Rush 

“Get the farmer in the mood, not in 
the rush,” should be the motto of every 
dealer. 

Many dealers contend that the last 
minute buyer will come to the store 
for his supply of seeds, and therefore, 
are satisfied with picking off the busi- 
ness that rushes into the door during 
the busy season. The entire warehouse 
force is driven wild carting seeds to 
waiting trucks and wagons and busi- 
ness is indeed “buzzing” for a few 
days. That's all very fine, and it does 
an old heart good to see the old place 
“booming”. 

Getting “Extra” Business 

Since the last minute rush comes as 
a matter of fact, a dealer should, there- 
fore, concentrate his efforts on getting 
his additional business while the farmer 
is in the ‘mood’. March is a month 
of meditation and planning in the rural 
districts. A dealer who directs his ad- 
vertising and drives it home to open 
minds will get results, that would 
otherwise be ignored during the seed- 
ing days on the farms. If he calls per- 
sonally he will get a hand instead of a 
boot. The time is ripe to obtain ad- 
vance business, that would probably 
rush away to a competitor via the last 
minute seed buying method. 

Pushes Seeds at Store 

George A. Walz, Norwalk, Wis., 
dealer, gets 50 per cent of his orders 
before the farmer takes out his seed- 
ing machinery. He solicits seed busi- 
ness when his customers come into his 
store for feeds. 

“By the way, Frank,” he says, to a 
farmer who has just loaded his sleigh 
with an order of dairy ration, “we just 
received a shipment of our new seeds. 
Do you want us to reserve some for 
you? You get better quality, you 
know, when there is a bigger supply 
to offer. After the spring rush starts 
you'll have to take what you can get.” 

The farmer, who is not in a hurry, 


CO natin flitting over fields of 


consents to look at the seed samples 
and before he leaves he places an order. 
If he does not know what quantity of 
seed he will need, he gives the dealer 
an approximate estimate, and it is 
placed on the books. When the farm- 
er is ready to take out the seeds he 
will not be bound to any definite 
amount. However, Mr. Walz has ob- 
tained his business. When the seed- 
ing season approaches the farmer is 
notified by telephone or reminded 
about his order when he comes to the 
store. 

“In all my years of business,” Mr. 
Walz reports, “I have never had a 
farmer go back on me on an early 
seed order.” 

Helps Anticipate Requirements 

Open bags and advertising signs 
placed in conspicuous places about the 
warehouse during the winter months 
help to suggest orders to the custom- 
ers. Mr. Walz always makes it a pol- 
icy to get his seed supply shipped in 
early, so that he may feature it. 

The early method also enables him 
to guage the amount of seed he will 
require. He never disappoints a cus- 
tomer by running out of seed in the 
springtime, a bad feature of the !ast 
minute plan of selling. 

Schulz Brothers, Manitowoc, Wis., 
develop a good volume of business by 
emphasizing the benefits of clean, high 
quality seeds to their customers. They 
offer to send seed samples to the state 
seed inspection department for analy- 
sis, to give farmers an idea of the 
quality of their own home grown 
grains. Sometimes many impurities are 
revealed by the test, and the farmer is 
encouraged to buy certified, tested 
seeds from the dealer. Schulz Brothers 
also maintain a delivery system in their 
territory, and this feature also boosts 
their seed business. 

Have Large Seed Trade 

The Wykhuis Co., Oostburg, Wis., 
which operates a grocery, feed and 
seed store, also works to get advance 
orders for seeds. Postal cards are 
sent to rural homes, and farmers who 
come into the store to buy groceries 
are approached. Seeds are also con- 
spicuously displayed in the store dur- 
ing the winter months. The Wykhuis 
Co. enjoys a healthy volume of ad- 
vance business. 
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Although the Knauf & Tesch Co., 
Chilton, Wis., does not follow the pol- 
icy of getting an early start in the seed 
business they nevertheless have some 
sound ideas that apply to the feed 
trade generally. They are among the 
most successful dealers in Wisconsin. 
Their headquarters are at Chilton and 
offices and warehouses are also oper- 
ated at Maplewood, Kaukauna and 
Reedsville. 


William Tesch’s Ideas 

William Tesch, president, in a letter 
to The Feed Bag writes: 

“We have not made a practice of 
calling on the farmer to solicit his 
seed business, but in our territory as 
elsewhere, no doubt, plenty of strange 
solicitors go through the country to 
get the farmers to sign up advance 
orders. What comes from afar in the 
estimation of many, always seem to be 
preferable to what is obtainable at 
home. No matter that many have dis- 
astrous experiences with outside, unre- 
liable seeds purchased from smooth- 
spoken strangers, the lesson is ever 
new and must be learned over and 
over again. 

“We consider direct-by-mail adver- 
tising better than any other form of 
advertising, although it is more ex- 
pensive. Pictures and window dis- 
plays are effective, but so few country 
seedsmen have show windows in their 
warehouses that it is only exceptional 
when they are used. 

“The most valuable thing any seeds- 
man, or for that matter any retail mer- 
chant can have is a good competitor— 
a man who is big enough and broad 
enough not to be suspicious of his 
neighbor all the time. A competitor 
with a thorough knowledge of his busi- 
ness and who knows the cost of his 
merchandise, his direct selling cost, 
and his direct overhead is truly a pearl 
beyond price.” 


BETTER HOG PRICES 
Better hog prices than have been 


’ paid during the current winter are 


in prospect for farmers during the win- 
ter of 1928-1929, according to the 
second annual agricultural outlook re- 
port prepared by the College of Agri- 
culture, University of Illinois. 
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Feed Business Has No Room 
For Price Cutters 


O man can be a good retail 
N dealer and a good merchandis- 

er and have a reputation for 
being a price cutter. Some feed deal- 
ers we know believe that price cutting 
and in fact every evil such as direct 
selling, etc., is peculiar to the feed in- 
dustry. 

Unfortunately, such is not the case. 
If the feed business was the only bad 
business in the world we could all 
close up our feed stores and ware- 
houses and go to work in some other 
field where we could make money 


without any grief. Every business has 
its bad points and many of the bad 
points are the same in every industry. 

With reference to price cutting, we 
have a letter dated February 9 from 
J. W. Schaefer, secretary-treasurer of 
the Thiensville Milling Co., Thiens- 
ville, Wis., with which he mailed a 
clipping about price cutting in the oil 
industry. 

“If you think it advisable,” he writes, 
“TI wish you would publish this article 
in the March number of The Feed 
Bag and let the price cutters see them- 


Bach of every sack stands the INSTITUTION 
asa FULL GUARANTEE 


back for more. 


Minneapolis, Minnesota 


INTERNATIONAL Feeds are guaranteed to produce 
**better results at lower cost.’’ This guarantee is backed 
by a million dollar company which has been making 
scientifically balanced feeds for twenty years. 

You can sell these guaranteed feeds with more con- 
fidence—your customers buy with confidence, and come 


The story of International Guaranteed Feeds is being 


told through farm papers and by radio to feeders in the 
Middle West and Northwest. 


Ask an International Man or write for dealer proposition. 


INTERNATIONAL Sugar Feed Co. 


sel INTERNATIONAL 


SUGARED FEEDS FoR GREATER PROFITS 


Memphis, Tennessee 
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selves as others see them.” 

Here’s the article: 

“The price cutter is worse than a 
criminal,” according to an article in 
the Standard Oil Co. magazine. “He 
is a fool. He not only pulls down the 
standard of his goods, he not only 
pulls down his competitors, he pulls 
down himself and his whole trade. He 
scuttles the ship in which he himself 
is afloat. 

“Nothing is so easy as to cut prices, 
and nothing is so hard as to get them 
back when once they have been pulled 
down. Any child can throw a glass of 
water on the floor, but all the wisest 
scientists in the world cannot pick that 
water up. 

“Who gets the benefit of price cut- 
ting? Nobody. The man who sells 
makes no profit; and the man who 
buys soon finds himself getting an in- 
ferior article. The man who cuts prices 
puts up the sign: ‘This way to the 
junk pile. He admits he cannot win 
by fighting fair. He brands himself 
as a hitter below the belt. 

“If the business world were domin- 
ated by price cutters, there would be 
no business at all.” 


TONY BROS. of Decatur, Ill., have 
opened a feed grinding plant at Wel- 
don, Ia. 


Poultrymen Want 


PILOT BRAND 


Oyster Shell-Flake 
Because— 

It’s the best Crushed 

Oyster Shell Packed. 


You Want 


PILOT BRAND 
Oyster Shell-Flake 


Because— 
You want to give the 


Poultrymen what they 
want, and 


Because— 


It’s the advertised brand 
and it’s a sure repeater. 


FOR POULTRY 


OYSTER SHELL PRODUCTS 
CORPORATION 


Shell Building, St. Louis, Mo. 
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Cost Of Giving Credit Cuts Deeply 
Into Dealer’s Profit 


Survey In New York Shows 77% Of Business Goes On The Books 
Actual Cost Of Store Credit Is 13.8% As Compared To 6% At Banks 


By Prof. V. B. Hart 


Extension Department, New York State College of Agriculture 


HE Good Book says that there 

i is a time for sowing and a 

time for harvest. It could as 
truthfully be said that some one has 
to finance the sower between sowing 
and harvest. 

No one has yet been clever enough 
to invent a system of farming that does 
not require credit. Dairy farming gives 
a more or less regular income through- 
out the year but even the successful 
dairyman has times when the milk 
check won’t cover the things he needs 
to buy at those particular times. 

What Kind of Credit 

The raising of crops presents a still 
more difficult credit problem. Some- 
one must invest money in seed, fer- 
tilizer and labor in the spring and put 
in some more labor during the sum- 
mer and wait until fall or winter to 
cash in on the investment. 

We have heard a great deal in the 
past about whether or not the farmer 
has had enough credit. People are 
about equally divided on this question. 
The fact that farmers have been at the 
game for the last four or five thou- 
sand years is good evidence that they 
are getting enough credit but the real 
kernel of the agricultural credit prob- 
lem is not “How much” but “What 
kind?” Are farmers using the most 
efficient form of credit? 


Feed Credit Generous 

No recommendations for improving 
conditions can be made until the facts 
are known. With this in mind the 
representatives of the New York State 
College of Agriculture made a study of 
farm credit. Information was obtained 
from the three groups of people most 
concerned, which are farmers, merch- 
ants, and bankers. The study was not 
made with any idea of criticizing any 
one of these three groups, but for the 
purpose of getting at the real facts. 
Visits were made to 107 farms in Tio- 
ga county, which is a dairy county, lo- 
cated in the southern part of the state. 
This group of farms included all kinds. 
Big farms and little farms, hill farms 
and valley farms—all went into the 
study. A record of how all the ex- 
penses on these farms were met was 
obtained from each individual farmer. 


Cost Of Store Credit 
Actual Average Cost on 
Cost Term Annual Basis 
5.3% 48 mo. 13.8% 
Items Of Cost Of Store Credit 
43 14 
Feed General Implement 
1.1 1.4 0.6 


This study showed what part of the 
farm expenses was paid for in cash, 
what part was “put on the book” and 
the part covered by notes. Only 17 
per cent of the feed purchased by these 
farmers was paid for in cash and 77 
per cent or about three-quarters of it 
ran on account. About half of the 
fertilizer, lime and seeds was cash and 
most of the balance represented store 
credit. Purchases of new machinery 
were half paid for in cash and a third 
by notes. 

Only One-Third Cash 

Taking all the expenses on these 
dairy farms it was found that 67 per 
cent of the purchases were cash and 
27 per cent went on the books of some 
merchant or dealer. That is the way 
it looked from the seller’s standpoint. 
Actually the farmers borrowed enough 
cash from someone else to cover 4 
of the 67 per cent. They paid for 63 
fer cent or about two-thirds of their 
purchases without borrowing or get- 
ting trusted. A similar study cover- 
ing 102 farms in Genesee county, New 
York, showed that farmers in that sec- 
tion also were able to pay cash for 
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about this same per cent of their pur- 
chases. 

If these two groups of farmers rep- 
resent about average conditions in the 
state the average New York farmer is 
financing one-third of his purchases on 
credit. The next question is “Who 
furnished this credit?” In Tioga coun- 
ty 73 per cent of the credit used was 
store credit. The term “store credit” 
includes purchases that went on to the 
seller’s books for a more or less length 
of time. In Genesee county only 49 
per cent of the credit in Tioga county 
and 27 per cent in Genesee county. A 
considerable part of the bank credit 
used by the Genesee county farmers 
represented borrowing by a few men 


who were backed by the banks in buy- 


ing large numbers of feeder lambs and 
steers. 
Why Pay: for Credit? 

The important thing is that in Tio- 
ga county, which is a dairy county, 
three-fourths of the credit used by 
farmers was store credit and only 8 
per cent or one-twelfth was bank 
credit. Isn’t this about what one 
would expect? Why go to a bank and 
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pay for credit when you can get it ing business with farmers and found 
at the feed store for nothing? But I out what it cost to give credit to farm- 
wonder if store credit doesn’t ers. 

really cost something. The men mak- For every $100 worth of feed sold 
ing the credit study felt that it did, on credit, it cost 4.6 per cent or $4.60. 
sO again went after the facts. They The average feed bill ran about 4 
went to a large number of feed stores, months. This means that on a yearly 
general stores, implement stores and basis, feed store credit cost 13.4 per 
various other stores and agencies do- cent. In other words, when we buy 


OVER SIXTY-THREE YEARS OF SATISFACTION 


TRADE MARK REGISTERED 


SELECTED SEEDS 


Selected Seeds and Seed Corn 


»—_ THE LARGEST SELLER IN WISCONSIN <—— 


L. TEWELES SEED CO. 


MILWAUKEE WISCONSIN 


$100 worth of feed from a feed store, 
have it charged and let the bill run 
for a year, it costs someone $13.40 for 
that credit. The average annual cost 
of credit sales to all these different 
kind of stores and agencies was 13.8 
per cent. Store credit cost almost 14 
per cent and bank credit costs 6 per 
cent, yet three-quarters of the credit 
used by the farmers included in this 
study was store credit—only 8 per cent 
cr about one-twelfth was bank credit. 
Cost of Store Credit 

Now why is store credit so expen- 
sive? When we ask a merchant to ex- 
tend us credit we subject him to cer- 
tain unavoidable expenses. If I buy 
feed or a mowing machine from a mer- 
chant and do not pay for it he has some- 
body’s money tied up and has an in- 
terest cost of 6 per cent per year. If 
T get credit from a merchant, he has 
te keep track of it. It is human na- 
ture for the borrower to say, “I should 
worry. He will let me know when it 
is due or when he needs it.” This ac- 
counting cost varied from 2 to 6.5 per 
cent. General stores have a high cost 
of accounting because they have so 
many small sales. It costs just as much 
to enter on the books a charge for a 
pound of nails as for a ton of feed. 
Merchants who extend credit also have 

(Continued on Page Twenty-nine) 


PURITY -— PRICE — PROFIT 


NIVERSAL BRAN 


KILN DRIED SALT 


NON-HARDENING 


Positive Guarantee of Purity. 
Excellent for every household use. 
A superior salt for feeding. 


Sold to you at areasonable Price. 
Less money invested per car. 
A better percentage of Profit. 


If your salt business is not satis- 
factory and profitable—investi- 
gate our proposition. 


YORK AanD COMPANY 


GRAND RAPIDS, MICHIGAN 
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The Dairy Cow 


Requires Rich, 
Milk-making 
Feeds 

Our Western Alfalfa 
Meal is a depend- 
able healthful dairy 
feed. Uniform in 
texture and color. 


Contains no excess 
moisture. 


Alfalfa Meal 


May be fed without 
waste. Contributes 
value to the ration 


—and Cows 
like it. 


Write or Wire Us For Quotations 


The Denver Alfalfa 
Milling & Products Co. 


Pierce Bldg., 
LAMAR, COLO. ST. LOUIS, MO. 
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Delivery Man Who Serves Is Better 
Producer Than Sales-Driver 


Southern Dealer Prefers Employee Who Knows What Customer Wants 
Worker Delivers Service, Beats Selling Agent 


Says This Type Of 


ELLING is such a vital part of 
St business that one would think the 

salesman-driver which has so fre- 
Guently been advocated would be ex- 
tremely valuable in the feed business 
but such is not the case, according to 
Paul Arthur, owner of the Arthur Feed 
Co., at Albany, Ga. On the contrary 
Mr. Arthur believes that his old col- 
ored driver is worth more than any 
salesman-driver he ever saw. His rea- 
sons are worth considering since they 
are taken from his own business. 

“T have used the salesman-drivers, 
and have always had to give them up,” 
says Arthur in discussing his business. 
“To be perfectly frank about it, the 
type of men that can be obtained for 
this double job is not the type that 
will do a business much good and so 
for that reason I do not believe they 
are worth while. Not only have I 
had to give them up but I have many 
friends in the feed business who have 
also had to give up the combination 
men that they employed. 

“T have a colored man for a driver 
who has been with me for about six 
years now and I wouldn’t trade him 
for any salesman-driver that I ever 
saw. I pay this man $5.00 a week 
more than I would have to pay other 
colored men, but he is worth every 
cent of it. He doesn’t sell directly— 
but what he does is far better than 
selling. He serves. 

“In making a delivery he always 
makes certain that the feed is put up 
out of the wet and possible wet. He 
carefully stacks it up so that it won’t 
become damaged by careless piling up. 
If he stopped here he would be worth 
while, but he does more. He mixes 
the feed for the customers. He has 
been with me so long that he knows 
just how each customer likes his feed 
and when he delivers it he mixes it 
too if they ask him. It doesn’t take 
long but it makes a heap of difference 
to the customers and to me. Many of 
our customers know this driver and so 
ii they are not home they have no fear 
of letting him deliver the feed because 
they know it will be put right where 
they want it and put in such shape 
that it will be right. If this driver 
didn’t do any more than that he would 
be worth the money, but he does more. 

“In several instances he has deliv- 


ered feed at a customer’s place who 
has purchased some from some other 
feed house. Possibly the other feed 
man delivered his just before mine ar- 
rived. He didn’t stack it up nice like 
my driver does, but just tumbled it off 


Glimpse of South 


Pau! Arthur and his feed store at Al- 
bany, Ga. 


anywhere. When my driver gets to 
such a place he first carefully stacks 
the other fellow’s feed up and then he 
unloads his and stacks it up carefully. 
I don’t think there is any doubt who 
will get such a customer’s business the 
next time. I know I will, because this 
has happened several times. 

“I have watched the results of this 
negro driver’s service and know that 
he is one of the important links in 
my business. He knows my custom- 
ers, knows how they want their feed 
mixed and where they want it put. 
By giving them what they want he 
clinches business for me. I wouldn't 
trade him for all the combination sales- 
men-drivers I ever saw and I have 
seen enough. He delivers more than 
feed—he delivers service and subtle ad- 
vertising.” 

The ever increasing number of feed 
dealers who are adding another line 
of feed, a cheaper line, makes this 
question of one or more brands of feed 
a pertinent question right at this time. 
Paul Arthur, owner of the Arthur 
Feed Co., Albany, Ga., believes that 
one brand is enough and plenty. 

“T do not believe in the policy of ad- 
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ding another and cheaper brand of 
feed which some stores are doing,” 
says Arthur in discussing this ques- 
tion. “I fully believe that it is far 
better to pick out one good brand of 
feed, one of the best and put the whole 
selling emphasis on that. Two brands 
do not work out well together. If they 
are both good brands it 1s hard to talk 
convincingly on both. If one is a 
cheap feed, which is generally what 
is done, it means that you are selling 
something cheap and something which 
cannot give entire satisfaction. 

“T believe it is far better to let a 
customer who wants cheap feed walk 
out of your store rather than sell him 
that sort of feed. In the end I have 
found he will return and when he does 
he is a customer for something worth 
while. There is nothing like getting 
behind a thing and certainly no man 
can get behind two brands like he can 
get behind one brand.” 


C. H. WADE has purchased the 
Star Mill, Georgetown, Ill., from C. 
B. Spang. 


J. L. ATWATER, manager of the 
Atwater Elevator Co., Adrian, IIl., was 
killed recently when he was struck by 
a train. 


LLOYD A. MILLER, 42, grain 
and feed merchant at Calcium, Pa., 
was killed in an automobile accident 
recently. He and a group of friends 
were returning from a duck hunting 
trip in Virginia when their car crashed 
into a motor truck trailer. 


E. M. CHRESTENSEN, Des 
Moines, Ia., has purchased the Reece 
Flour and Feed Co. The firm is now 
known as the Beaverdale Feed Co. 


C. A. BUNYAN has opened an ele- 
vator with a 20,000 bushel capacity at 
Cosmos, Minn. It embodies the latest 
type of equipment, and a feed mill has 
been installed. Earl R. Evans is 
manager. 


JOHN REINERS has opened a feed 
store at Medford, Minn. 


LOUIS BRADLEY purchased the 
Kleinlein mill, Strawberry Point, Ia. 
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Teweles Seed Co. Completes 
New Storage Unit 


ITH the completion of a new 
W addition to its plant, the L. 

Teweles Seed Co., Milwau- 
kee, becomes one of the largest seed 
establishments in the world. The new 
structure is eight stories high and will 
be used for storage purposes. It al- 
lews a floor space of 200,000 square 
feet. 


Consistent growth has marked the 
progress of the L. Teweles Seed Co. It 
was founded in 1863 by Ludwig 
Teweles, one of the pioneer seedsmen 
of America. Wisconsin was then in 
the era of agricultural development and 
the venture into which Mr. Teweles 
entered required confidence and fore- 
sight. His judgment was wise, how- 
ever, and from its humble beginning 
in small quarters, the firm has grown 
to take its place among the largest in 
the world. 

The first building of the L. Teweles 
Seed Co. was located at 134 West 
Water street, and in time, as the busi- 
ness grew, the quarters were outgrown 
and new property was purchased on 
Clybourn street. This site was occu- 
pied until 1916 when the Teweles 
twelve-story main building was con- 


structed. 


The sons and grandsons of Mr. 
Teweles now operate the business. 
Hugo Teweles is president; Lawrence 
Teweles, vice-president; and Max 
Teweles, secretary and treasurer. 

Badger Brand Seeds, named. after 
Wisconsin, are dispensed by the firm. 
The name was selected by Ludwig 
Teweles, has been retained since, and 
has gained a world-wide recognition. 

In a recent talk, broadcasted over 


Jacobson “A JACS”" Tree 


Feed Grinder 


Pulverizes grains, ear or snapped corn: 
roughage, and other materials into soft 
cool stock. Requires less H. P. but. 
grinds more feed. 


Write for full particulars. 


A. E. Jacohson Machine Works, Inc. 


1090 TENTH AVE. S.}E. 
MINNEAPOLIS, MINN. 


WHEAT SCREENINGS CORN + 
® wy 
Hiawatha Grain Company (>: 
MINNEAPOLIS, MINN. me 

‘‘FOR BETTER SERVICE’’ 
+ (We Own And Operate A Mill And Elevator) + 
SPECIALIZING IN ALL TYPES OF SCREENINGS 4 
(GROUND AND UNGROUND) + 

+ Get Our Samples and Prices me 
a4 STRAIGHT CARS MIXED CARS «| 
MILL FEEDS GROUND FEEDS OILMEAL + 


Page Twenty: 


THE FEED- BAG—MARCH, 1928 


the radio by. the firm, Hugo Teweles, 
president, outlined the reasons why 
many farms are infected with noxious 
weeds, and why it is a wise plan for 
the farmers to buy seeds marketed by 
reliable wholesalers through their local 
seed dealer rather than bartering with 
their neighbors. 

“The weed menace of this country,” 
he said, “is indeed serious and it is 
growing worse yearly, due partly to 
the negligence of the farmer. Statis- 
tics show that forty-five per cent of the 
seed raised is sold from farm to farm. 
Much of the seed exchanged in this 
way is unclean, of low germination, 
and contains weeds of a noxious char- 
acter. 

“The farmer who buys for less 
money from his neighbors and does 
not patronize his local dealer, who is 
handling a recognized seed brand, is 
practicing very poor economy and in 
many cases is buying an inferior ar- 
ticle which does not measure up to 
the seed law of the state. He may 
also get noxious weeds into his land, 
and it will take him many years to 
eradicate them. 

“The modern wholesaler has excel- 
lent machinery to clean out the many 
weeds present in the seeds of today, 
and for the small additional cost per 
acre it is well worth the extra invest- 
ment to the farmer for the. protection 
of his land. The reputable seedsman 
of today has modern cleaning machin- 
ery, trained analysts, and can therefore 
serve the farmer to the best advantage. 
He is a_ specialist and the farmer 
should make it his policy to depend 
on him for seeds. By pursuing this 
policy the enormous loss from weeds 
among farmers will gradually be re- 
duced to a minimum.” 


WILLIAM JACOBS, | Jasonville, 
Ind., has opened a flour, feed and 
grinding business. 


ROEGGE BROS., Milwaukee, Wis., 
flour and feed jobbers, have moved to 
1361-3lst street, where they have 
erected a large warehouse. They were 
formerly located at 3lst and Galena 
streets. 


HOOPPOLE LUMBER & GRAIN 
CO., Hooppole, Ill., has purchased the 
business of Mathis Bros. & Co. 


JOHN E. KOZICZKOWSKI has 
opened a feed store at Arnott Station, 
Wis. He is also established at Am- 
herst Junction. 


ANDREW B. SORENSON, Clarks 
Grove, Minn., purchased the Speltz 
Grain, Coal & Feed Mill. 
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You Use THE FEED BAG 
Your Buying Guide 


IRMS that spend money advertis- 
I ing to build good will are less likely 
: as to do anything that might nullify 

a the effect of their advertising than 


firms making no such investment. 


@ What does this statement mean to you, 
Mr. Advertiser or Prospective Advertiser 
and to you, Mr. Dealer? 


q A Wisconsin dealer (name furnished on 
request) purchased a car of cottonseed meal 
at a low price as compared with the present 
market. He didn’t know the firm, but the 
quotation was attractive. The market ad- 
vanced. Six weeks later the dealer sought 
delivery in accordance with his contract, 
only to find that the firm he had done busi- 
ness with wouldn’t even answer his letters. 
He consulted his attorney and appealed to 


his trade organization but nothing could be 
done because his trade had been made with 
a financially and morally irresponsible 
company. 


q The dealer wrote to his trade paper — 
The Feed Bag — and explained the pur- 
chase and resulting experience which had 
deprived him of a nice profit. “This cer- 
tainly has been a lesson to us,” he said, “‘to 
buy from people we know — the reliable 
firms who advertise in The Feed Bag.” 


q It should be a lesson to all. Mr. Dealer: 
Use the Feed Bag as your buying guide. 
Mr. Advertiser or Prospective Advertiser: 
The Feed Bag is a good advertising, good 
will and business building medium for all 
— firms selling and serving the feed 
trade. 


Allis-Chalmers Mfg. Co. 


American Dry Milk Institute, Inc. 


Arcady Farms Milling Co. 
Archer-Daniels-Maidland Co. 
Buerger Commission Co. 

Roy I. Campbell 

Cannon Valley Milling Co. 
Capital Flour Mills, Inc. 
Cargill Grain Co. 

Cereal Grading Co. 

Chapin & Co. 

Courteen Seed Co. 

Crushed Oyster Shell Co 
Dadmun-La Budde Co. 
Darling & Co. 

Denver Alfalfa Mlg. & Prod. Co. 
John Devlin Hay Co., Inc. 
Deutsch & Sickert Co. 

Albert Dickinson Co. 
Donahue-Stratton Co. 

Emrich Grain Co. 
Franke Grain Co. 

Froedtert Grain & Malting Co. 
Grain Dealers N. M. Fire Ins. Co. 


Hadden Grain Co. 
Haertel-Phelps Co. 

Herrick Feed Co., Inc. 
Hiawatha Grain Co. 

S. Howes Co., Inc. 

International Sugar Feed Co. 
Iowa Milling Co. 

A. E. Jacobson Machine Works, Inc, 
The Jersee Co. 

Johnson-Olson Grain Co. 
Kellogg Seed Co. 

I. S. Joseph Co., Inc. 

King Midas Mill Co. 

E. J. Koppelkam 

La Budde Feed & Grain Co. 
Ladish Milling Co. 

Lay-Egg Co. 

Linseed By-Products Co. 7 
Maney Bros. Mill & Elevator Co. 
McKercher Milling Co. 
Minnesota Feed Co. 

National Food Co. 

Nebraska Consolidated Mills Co. 
New Nicollet Hotel 


New Richmond Roller Mills Co. 
Northern Milling Co. 
Northrup, King & Co. 

Ohio Marble Co. 

Oyster Shell Products Corp. 
Paine, Webber & Co. 

J. P. Parks 

Penick & Ford Ltd., Inc 

F. J. Phelan Co. 

Quaker Oats Co. 

Radtke Bros. & Kortsch Co. 
Ralston-Purina Co. 

M. G. Rankin & Co. 
Springfield Milling Co. 
Sprout, Waldron & Co. 

A. L. Stanchfield 
Strong-Scott Mfg. Co. 
Stuhr-Seidl Co. 

L. Teweles Seed Co. 

Three Minute Cereals Co. 
Washburn Crosby Co. 
Western Terminal Elevator Co. 
Wisconsin Milling Co. 

E. S. Woodworth & Co. 
York and Co. 


Che feed Bag ADVERTISERS 
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Dealer Keeps 


Blank Checks 


For Side-Steppers 


J. MARTIN, Roxbury, Ohio, 

M feed and flour merchant, ‘is 
® stopping a lot of charge ac- 

counts by keeping at his store a sup- 
ply of blank checks. The checks are 


furnished gratis by local banking in- 
stitutions, and Martin distributes them 


_among customers who are qualified to 


use such means in making payment for 
feed, grain and supplies. 

“The majority of farmers in my ter- 
ritory now have checking accounts,” 
Martin explained to me, recently, “and 
when patronizing my store, they often 
gave excuses, such as: ‘I would pay for 


Bigger Profits 
By Making 


Poultry 
Mashes 


our present volume of 
business may be satis- 
factory, but what about 


profits ) 


Take the first steps to BIG- ® 
GER PROFITS by making 
your own feeds and poultry 
mashes. 


We will send you complete 
information, showing how 
hundreds of mills and eleva- 
tors are profiting by making 
THEIR OWN mashes, and 
using our free dealers’ service. 


Further information free on 
request. 


THE 
Jersee Co. 


DIVISION IV 
Minneapolis, Minn. 


Attach This Coupon to One of 
Your Letter Heads NOW ! 


THE JERSEE CO., Minneapolis, Minn. 
GENTLEMEN: 
Send at once further information 
regarding the mixing of Poultry Mashes. 
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this feed, but I’ve forgotten my check- 
book,’ or ‘I would settle last month’s 
bill, but I am out of blank checks.’ 
These, and similar excuses become so 
common that I finally found myself 
burdened with more charge accounts 
than I could handle, so !ast spring I 
determined to stop them. 

“A little investigation proved that 
the bulk of the money-exchange in my 
district was being carried by three lo- 
cal banks, so I called one day, at these 
institutions, and obtained from each 
bank a book of blank checks. The 
books were brought home and placed 
in my desk. 

“Now, when a customer buys at my 
store, and offers the old excuse I in- 
quire, without seeming too personal, 
as to where he does his banking. Upon 
learning this, I produce a blank from 
that particular institution, and tell my 
customer that he will find a pencil at 
the desk. There is no side-stepping 
the issue and in the majority of cases 
the fellow writes the check. 

“This practice never offends an hon- 
est patron, and in actual value, one 
blank check is worth more to me than 
a dozen collection letters.” 


H. R. NAFTALIN has purchased 
the Hawarden Roller Mills, Hawarden, 
la., from C. A. Nancolas. 


JOHN REINERS has opened a 
feed and seed store at Owatonna, 
Minn. 


H. A. FOX, Allendale, IIl., has 
bought the Allendale Mill and Eleva- 
tor Co. 


WOODLAND FARMERS’ CO- 
OPERATIVE ELEVATOR, Wood- 
land, Ill., has increased its capital 
stock from $40,000 to $75,000. 


ALFALFA MEAL 


FINE—MEDIUM—COARSE 


ALFALFA HAY 


HIGH PROTEIN 
LOW FIBRE 


Johnson Olson Grain Co, 
MINNEAPOLIS, MINNESOTA 
Get Our Delivered Prices 
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Allis - Markets 
New Type Motor 


A line of squirrel cage induction mo- 
tors suitable for starting on full line 
voltage is being placed on the market 
by Allis-Chalmers Manufacturing Co. 
These motors are norma! torque, high 
reactance machines and will not draw 
starting current in excess of the limits 
recommended by the electrical appar- 
atus committee of the National Elec- 
tric Light Association. They are built 
in ratings 7% to 30 HP, 600 to 3,600 
RPM, low voltage, and are available 
with either sleeve or roller bearings. 
All superior features of Allis-Chalmers 
construction as employed in squirrel 
cage motors are maintained in this new 
line. A magnetic switch with push 
button control is the only starting 
equipment required. 


ROSCO HULLER CO., Marshall- 
town, Ia., has been incorporated with 
a capitalization of $50,000 to manufac- 
ture and sell oat hullers, corn crack- 
ers and milling machinery. The offi- 
cers are C. M. Johannsen, president; 
S. N. Tremper, secretary, and A. J. 
Jansen, treasurer. 


RECORD LOAD OF HAY 
J. F. Baker, of the Lamar Alfalfa 
Milling Co., Lamar, Colo, sent us a 
clipping from the Denver Post with 
description and picture of what is be- 
lieved to be the world’s record load of 
hay. The load brought into the mills 
of the Lamar Alfalfa Milling Co. 
weighed 32,770 pounds or over 16 tons. 
Eight horses hauled the hay a distance 
ot over three miles from the R. V. 
Burke ranch to the mill, with the ex- 
ception of about 60 feet where it was 
blocked over a burrow-pit between the 
field and the road. The load was built 

30 feet by 30 feet and 12 feet high. 
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NewEnglandAssociationAdvertises 
Service In Farm Journal 


Vermont Grain Dealers Merge With Inter-State Organization 
Connecticut Organizes; Boston Exchange Holds Annual Banquet 


By Lynne P. Townsend 


Secretary, New England Retail Grain Dealers’ Association 


E ORKING on the theory that 
V \ it pays to advertise, the New 
England Retail Grain Dealers’ 
Association has launched an advertis- 
iug campaign in the New England 
farm press. The February 18 issue of 
the New England Homestead carries 
«a full length two column advertise- 
ment, the first of its kind ever to ap- 
pear in New England. The campaign 
has aroused favorable comment and 
comes 2s a surprise to most of the 
grain trade. 

The purpose back of the advertising, 
as explained by officials of the New 
England association, is to put before 
the buying public a clear cut and frank 
statement of the claims of the New 
England dealers against any and all 
forms of grain merchandising outside 
of regular retail channels. The asso- 
ciation feels that the orthodox dealer 
who maintains a regular place of busi- 
ness, a full stock of goods and renders 
a service that is always available, is a 
necessary institution in the New Eng- 
land community. The first advertise- 
ment is designed to bring this fact 
home to the consumer. 

This experiment will be watched 
with interest by the retail grain trade 
all over the country. As is generally 
known the dealers in New England 
are face to face with a peculiar type 
of non-retail competition which has 
been built on an exceedingly subtle 
appeal. A co-operative effort such as 
this seems to offer the best available 
method for meeting and matching this 
method of getting business. 


HE Vermont Grain Dealers’ As- 
i sociation disbanded as a separ- 
ate entity and voted to merge 
with the New England Retail Grain 
Dealers’ Association at a meeting of 
the membership at Burlington, Febru- 
ary 14. The Vermont organization, 
working with the Massachusetts asso- 
ciation, took the lead in bringing about 
the formation of the New England As- 
sociation, and the action at Burlington 
was in conformity with a plan adopted 
at the annual meeting last June. 
The organization closes its active 
business with a substantial balance in 


its treasury. These funds are to be 
turned over to the treasurer of the 
New England association and will be 
used in carrying on the work which 
that body has under way. The merg- 
ing of the two groups does not mean 
that organized effort in Vermont will 
be discontinued since the full time paid 
secretary of the New England as- 
sociation will carry on the same work 
which heretofore has been ably han- 
dled by C. F. Dowe, the Vermont sec- 


retary. A unanimous vote of thanks 
was extended to Mr. Dowe for his 
past work. 


The complete roster of officers at 
the time of formally disbanding in- 
cluded A. W. Norton, Vergennes, pres- 
ident; W. H. Myers, Bennington, vice- 
president; W. T. Abell, Burlington, 
treasurer, and Mr. Dowe. Dan M. 
Johnson, Essex Junction, was the first 
president of the association which was 
organized in 1924. A. W. Braisted, 
Bennington, had also served in this 
capacity. Mr. Norton, Mr. Braisted 
and Mr. Johnson are now members of 
the directory board of the New Eng- 
land association. 

The Vermont association was ex- 
tremely successful, and it now official- 
ly joins with the five other states in 
New England to carry on a still larger 
program. 


CONNECTICUT Retail Grain 
A Dealers’ Association, to  be- 


come a unit of the recently 
organized New England association, 
has been formed. This event took 
place at a state-wide meeting of Con- 
necticut dealers at the Hotél Garde, 
Hartford, on Friday, February 10. Off- 
cers of the new association are as fol- 
lows: 

Harvey Davis, of R. G. Davis & Co., 
New Haven, president; Clarence 
Cowles of Plantville, vice-president, 
and Edward H. Rollins of Granby, sec- 
retary. 

Directors are: H. W. Seeley of the 
Washington Supply Co., Washington 
Depot; Wm. H. Park, of the Coles 
Co., Middletown; Joseph Lavitt, of the 
Rockville Grain & Coal Co., Rockville, 
Dan Polsky, of the Yantic Grain & 
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Products Co., Norwich; and Geo. Bar- 
num, of Chas. S. Barnum & Son, Dan- 
bury. 

The meeting was a one day conven- 
tion and the morning session was giv- 
en over to a discussion of the associa- 
tion affairs, car door competition, co- 
operative advertising, etc. In the after- 
noon Professors A. R. Merrill, A. W. 
Manchester and E. A. Perregaux, of 
the college and extension staff of the 
agricultural college at Storrs took part 
in the program and led in general dis- 
cussion of problems affecting the feed 
dealer and his customers. It was the 
unanimous opinion of all dealers pres- 
ent that this was one of the most valu- 
able conferences ever held in the state. 
H. G. Manchester, of Winsted, occu- 
pied the chair throughout the days’ 
meeting. 

The convention closed with a ban- 
quet in the evening. Lynne P. Town- 
send, secretary of the New England 
Retail Grain Dealers’ Association ad- 
dressed the meeting and later called 
upon Clarence Cowles, of Plantville, 
Geo. S. Phelps, of Thompsonville and 
Dan Polsky, of Norwich for short 
talks. Philo Platt, Connecticut com- 
missioner of agriculture, was the guest 
of the evening and also addressed the 
convention. He emphasized his plea- 
sure because the organization had been 
formed and invited its members to 
utilize the facilities of his office in any 
way possible. There were 60 dealers 
present and it was felt by everyone 
that the orthodox grain trade in Con- 
necticut had taken a long step forward 
because of the day’s work. 

HE third annual banquet of the 

Boston Grain and Flour Ex- 

change at the Hotel Statler, 
Tuesday, February 7, resolved itself 
into a regular jubilee. Congratulating 
themselves on acquiring the building 
at 177 Milk street and on the close of 
a most successful year, officers and 
members of the exchange were in a 
great mood for a celebration. This 
quickly communicated itself to the 
many guests present and a _ bully 
good time was the result. 

Paul T. Rothwell, of the committee 
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in charge acted as toastmaster and 
made a good job of it. A regular traf- 
fic control light borrowed from the 
city gave him perfect control over the 
speakers. They were started on green, 
warned on yellow, and stopped on the 
red. This arrangement of course was 
not used on the principal speaker of 
the evening. 

The frst to appear on the speaking 
program was A. K. Tapper, president 
of the chamber, who gave a brief re- 
view of the year’s work with the ex- 
change. Other speakers were Cyrus 
C. Lewis, vice-president of the Buffalo 
Corn Exchange; Melville D. Liming, 
secretary of the Boston Chamber of 
Commerce; Herbert J. Horan, presi- 


dent of the Commercial Exchange cf 
Philadelphia and Elliott H. Goodwin, 
chairman of the Massachusetts civil 
service commission. Julius H. Bames, 
ex-president of the United States 
Chamber of Commerce who was chair- 
man of the United States Grain Ad- 
ministration Food Corporation during 
the war, brought the meeting to a 
close with a masterly address on the 
fundamentals of American prosperity, 
particularly as applied to New Eng- 
land. He assured his hearers that 
“New England is coming back” and 
that the days when ‘abandoned farm- 
houses in New England was a house- 
hold word in the country’ are passing. 


Insuring [he Year's Profits 


pose of every feed merchant. 


Q Making a profit on the year’s business is the first pur- 


G The money profit is pleasant to consider, but there are few 
feed merchants who strive for the money alone. 


@ They like the game, the matching of wits, the give and 
take of business life. 


g Also, they like to feel that they are performing a worthy 
service in the community. Rarely doesa man make money 
for himself without making money for his customers. 


Q Said another way: It usually follows that when a man 
sells merchandise that gives pleasure and profit to his cus- 
tomers, he makes money for himself. 


who buys them. His good-will and steady 
trade go to the feed merchant who sells him. 


{ G Unicorn Feeds prove profitable to the farmer ] 


g During 1928, as in previous years, the feed merchant who 


handles Unicorn Feeds may feel fairly certain of a fair pro- 
fit on the year’s business. 


q There is no form of profit-insurance like that of selling 
your customers a feed on which they will surely make a profit. 


CHAPIN & COMPANY 


327 South La Salle Street 
Chicago, IIl. 
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CLARENCE LEGTERS mill at 
North Clymer, N. Y., recently burned 
to the ground. The Clymer, N. Y. fire 
department responded to the call and 
did very good work in keeping the 
fire from spreading. Mr. Legters has 
built a temporary warehouse where he 
is now conducting business and plans 
to erect a new mill on same site as the 
old one. He hopes to have the new 
mill completed this spring. Mr. Leg- 
ters’ loss was partially covered by in- 
surance. 


THREE NEW GRINDERS 

Wallace P. Muzzy, Panama, N. Y., 
Warner Brothers, Niobe, N. Y., and 
W. L. Ransom & Son, Watts Flatts, 
N. Y., have all recently installed new 
direct drive electric grinders in their 
mills. All report the new mills very 
satisfactory. 


PINE GROVE FLOUR & FEED 
MILLS, Russell, Pa., have recently 
built new warehouse room, adding ma- 
terially to their sacked storage. 


FRANK RUSSELL, operator of a 
feed business at Westfield, N. Y., for 
the past 25 years, died at his home re- 
cently. He was 68 years old. His 
wife and a daughter survive. 


SKIM MILK 


ia Baby Chick feeds 
Gives the 


Best Form of 


PROTEIN 
MINERALS 
LACTOSE 


SKIM SOLIDS ARE THE 
BODY BUILDERS _ 
An average analysis shows 
38% Protein—builds muscle 


meat 
8% minerals—builds strong 
bones 
50% Lactose—energy and 
health giving food 
Write for samples 
and information 
AMERICAN DRY MILK 
INSTITUTE, Inc. 
160W North La Salle St., Chicago, Ill. 
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Try These Business Producing Ideas 
To Get Poultry Business 


Practical Stunts From Various Issues Of The Feed Bag Compiled For Dealer 
Will Provide Tonic For Spring Sales When Farmers Are Thinking Chickens 


ing poultry feed business may 

be found around every corner if 
the dealer will watch for them and 
take advantage of the opening they al- 
low for increased sales. Following 
are several practical ideas which have 
appeared in various issues of The 
Feed Bag during the past year, and 
which may be applied during this op- 
portune season for poultry business: 

Hatcheries As Customers 

An Indiana feed dealer had several 
baby chick hatcheries as customers. 
They were located outside of town. 
He gave each of them the use of one 
of his windows for a week during the 
sales season for chicks. The hatch- 
eries furnished sales attendants who 
took orders. The dealer was permitted 
to use a large display card which ex- 
plained that the hatchery used and 
recommended the nationally advertised 
brand of chick feeds handled by him. 
Of course, he got more business. 

Egg Production Records 

A feed dealer in the East published 
egg production records kept by his 
customers, and also invited non-buyers 
to submit them. He inciuded.the name 
and address of the poultry raiser and 
the record in detail. Poultrymen were 
pleased with the publicity. Results— 
a lot of new business. 

A flock of hens is kept by a Colo- 
rado dealer near his warehouse. He 
gives demonstrations with the birds 
showing what scientifically prepared 
feeds will do. The customer is con- 
vinced and it is easy to sell him. 

Serves Poultry Organization 

A dealer in California took an in- 
terest in a poultry association in his 
district, and was elected secretary. The 
members appreciated his work and in- 
terest and gave him their business. 

Buying and selling eggs on several 
established routes in his territory has 
continually increased poultry feed sales 
for a Wisconsin feed man. He keeps 
in contact with the farmers continual- 
ly, and does not need high pressure 
salesmanship to land their orders. 
Business develops through acquaint- 
ance and the dealer’s continual encour- 
agement for the farmer to produce 
more eggs. The poultrymen are al- 
lowed to take their feed purchases out 
of their egg checks if they desire. . 


() ite for develop- 


Several ideas used by dealers in win- 
dow displays were instrumental in cre- 
ating sales. One feed man advertised 
an egg mash by writing it on several 
dozens of eggs and arranging them at- 
tractively in his window. Another ob- 
tained two hens, one of them a run- 
down bird, and the other an alert and 
good producing hen. Above the ill 
specimen he placed a card bearing the 
following, “THIS HEN FED ON 
FREE RANGE,” and above the prize 
bird he wrote: “THIS HEN FED 
ON OUR EGG MASH.” 

A Milwaukee, Wis., dealer operates 
a hatchery in connection with his feed 
business. Every spring he displays the 
chicks in his window. City buyers are 
attracted. They purchase chicks, and 
incidentally place an order for feeds, 
for they realize that this dealer actually 
raises poultry himself and knows his 
business. 

Knows Poultry Population 

Another Wisconsin dealer obtained 
a list of the number of hens owned by 
cach farmer in his territory. He gath- 
ered this information by conducting a 
guessing contest at a county fair. 
Every person who tried for the prize 
was required to fill out a card. One 
of the questions asked, “How many 
hens have you?” The list was used for 
an effective direct advertising cam- 
peign. 

Telephones are used by many feed 
dealers to obtain poultry business. Sev- 
eral stores make it a policy to set 
aside a certain number of hours every 
week for “wire” solicitation. They call 
their customers up, and remind them 
of the feed brands they handle, and 
quote prices. An approach is made 
in this way: “Good morning. Have 
you tried the New Marvo niash for 
poultry, Mr. Smith? It’s a real egg 
maker and is going fast at $3.00. We 
are now listing a complete line of stan- 
dard chick rations, priced from $2.00 
tc $4.00 a sack. All these items are 
sold on a strict guarantee of satisfac- 
tion or your money back. When you 
find yourself in need of any of these 
articles, will you give us a call, Mr. 
Smith? Thank you.” 

Offers Friendly Service 

A lucrative poultry business has been 
developed by another dealer who goes 
out and gets it. He has become ac- 
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quainted with practically every poul- 
tryman in his community. 

“IT believe that there is a big mar- 
ket for poultry supplies in every city 
and town,” he says. “But the line 
must be pushed. We never would have 
gotten anywhere, if we hadn’t kept af- 
ter the business all the time. The av- 
erage farmer is too likely to think that 
his home grown grains are good 
enough to boost his egg production, 
and it is up to the dealer to show him 
that he can boost it still higher by 
feeding good poultry feeds and using 
good equipment for his flocks.” 

This dealer has become so_ well 
known in the poultry game that cus- 
tomers consult him for their various 
problems. He gained this distinction 
because he felt that poultry business 
was worth getting. And now he is 
prospering. 

Publishes House Organ 

An egg contest sponsored by a deal- 
er gave him free advertising and sold 
poultry feeds. He encouraged farmers 
to enter their eggs and created interest 
in the event. The best dozen of eggs 
was displayed in the dealer’s window. 
A long list of prizes was awarded in 
poultry feeds. The contest received 
publicity in the local newspapers, and 
also gained the acquaintance and busi- 
ness of many new customers. 

At Burlington, Wis., a live wire 
dealer issues a small house organ 
which he has named, “The Burlington 
Eye Opener.” He advertises poultry 
feeds in it, and runs articles of value 
to the poultrymen. It has boosted his 
business. Any dealer who wishes to 
use this method may obtain experi- 
enced editorial assistance at low cost 
by writing to the Editorial Service Co., 
86 East Michigan street, Milwaukee, 
Wis. This firm edits “The Burling- 
ton Eye Opener.” 

Free Poultry Service 

Among the best ideas which were 
presented in The Feed Bag during the 
past year for building poultry business 
was the free poultry service plan of 
Mayr’s Seed and Feed Store, Beaver 
Dam, Wis. Mr. Mayr engages an ex- 
pert poultryman who visits the farmers 
in his territory, culls their hens, cures 
the flocks of diseases, suggests mashes 
and rations, and assists in laying out 
plans for hen houses. This service 
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SEEDS 
THAT 
SELL 


Backed by a Strong 
RESALE PLAN 


The Kellogg Seed Com- 
pany has built up pres- 
tige—a reputation for the 
reliability of Rainbo seeds 
—among Wisconsin farm- 
ers. 


Advertised for years— 
right now, in the Wiscon- 
sin Farmer, Wisconsin Ag- 
riculturist and over W. T. 
M. J. (Milwaukee Journal 
Station.) Write for price 
quotations. 


KELLOGG SEED CO. 


MILWAUKEE 


does not cost farmers a cent. It auto- 
matically creates business and builds 
good will: The poultry expert is not 
a salesman. He mereiy suggests that 
the farmer feed a good ration after 
lus flock has been culled and built up 
for egg production. Incidentally Mayr 
gets the order to supply the ration, 
without any high pressure sales talk. 
He sold over 2 carloads of poultry feed 
last year, and expects to exceed the 
quota this year. It is evident that 
the cost of keeping a man for service 
to farmers has been well covered. 
All of the ideas presented herewith 
are little gold mines if properly de- 
veloped. They are not copyrighted, 


and you may feel perfectly free to im- 
itate them. It would be a wise plan 
to clip this article from The Feed Bag 
and paste it in your scrap book where 
you may refer to it readily. Some day 
you'll find business glum and you'll 
want to pep it up. These are excellent 
tonics, especially for the spring sea- 
son when your customers are think- 
ing poultry. 


WILLIAM ZIMMERMAN and P. 
S. Graham, Fennimore, Wis., have 
purchased a building from George 
Dentzler, Stitzer, Wis., and will re- 
model it into a feed mill and ware- 
house. 


J. J. Fitzgerald 


Secretary and Treasurer 
Indianapolis, Ind. 


“ENCLOSED MOTORS” 


is the title of the recently published supple- 
ment to our booklet “Electric Power for 
Country Elevators’’. 
motors for either a new installation or replacements will find here 
illustrated the latest developments. If you are making an en- 
tirely new installation, ask for both booklet and supplement. 


GRAIN DEALERS NATIONAL MUTUAL FIRE INSURANCE CO. 


INDIANAPOLIS, INDIANA 


Anyone interested in 


R. McCotter 


Ass’t. Secy. and Western Mgr. 
Omaha, Nebraska 


De Luxe 
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*‘Eureka’’ No. 1-B Corn Cutter 
(8000—10000 Lbs. Capacity) 


REPEAT ORDERS 


An example of our New Cutter’s 
popularity: Mr. Walter Nowak of Nowak 
Milling Corp'n., Hammond, Ind., ordered 
a No. Improved ‘Eureka’ Corn Cutter 
with direct connected Magnetic Separator 
which was shipped early in August. 


“Two More Cutters” 


Were ordered Long Distance ‘phone on Sept. 14th. That's the re- 
ception these new “Eureka’s” are getting---because of Accessibility, 


LARGE AREA ONE PIECE SCREEN, Timken Bearings and many 


other superiorities. 


SILVER CREEK, N. Y. 


European Branch: 64 MARK LANE, LONDON,’ ENG. 


ASK FOR PHOTOS--SERIES F 


S. HOWES CO., INC. 
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Prepared by the Minneapolis branch 
office Hay, Feed and Seed Division, 
Bureau of Agricultural Economics. 


HE market on wheat mill feeds 

has been constantly on the up- 

grade during the past few 
weeks. Holders have found no diffi- 
culty in securing constantly advanc- 
ing prices, mainly on account of the 
tightness in the nearby delivery situa- 
tion. The demand has come princi- 
pally from the mixed feed manufac- 
turers and has centered principally 
upon bran and middlings. 

Although the heavy feeds have 
shown some advance also, it has been 
mainly on account of the upward trend 
of bran and middlings that higher pri- 
ces have been asked as the demand for 
fiour middlings and red dog has shown 
no particular activity. 

The actual demand freom consumers 
and from retailers furnishing the con- 
suming trade direct has been slow at 
present levels, but the mixed feed in- 
terests seem to be constantly in the 


market for supplies and have taken 
offerings of both bran and middlings 
for shipment up to April 1 about as 
quickly as offered. Bran and middl- 
ings for March shipment are at pres- 
ent salable at about the prompt price, 
but combination offers of March and 
April shipment must be made at dis- 
counts under the prompt quotations 
in order to effect sales. 

As far as May and June shipment 
is concerned, buyers are showing little 
interest. A few scattered bids have 
come in that run about $5.00 per ton 
under the prompt market but mills are 
quoting the nominal May and June 
market on both bran and middlings 
around $30.00, Minneapolis, and buy- 
ers are unwilling to book ahead at this 
level. 

The market has worked itself into a 
tight technical position and present 
prices are secured, not on the volume 
of fresh business that is being done, 
but principally on covering-up purch- 
ases to even up earlier commitments. 


There is nothing in sight at the pres- 
ent writing to indicate a severe set- 
back for the next 30 days at least. 

The high protein feeds have been 
inclined to show an easier tone. Lin- 
seed meal has shown a slight down- 
ward re-action from its high point, 15 
has cottonseed meal. Gluten feed has 
held steady but premiums on immedi- 
ate shipment stuff, which have pre- 
vailed for some time past, have aln:ost 
disappeared. Production has increased 
somewhat and producers are quoting 
rather freely for March shipment. 

Hominy feed while quoted a shade 
firmer at most important markets, 
failed to reflect the full advance in the 
corn market. The demand for true 
type hominy feed has been effected to 
some degree by the increased offer- 
ings of corn feed meal which is the 
by-product of corn cracked for scratch 
and ground feed purposes. 

Various feeds today, February 27, 
are quoted in straight carload lots, f. 
o. b. Minneapolis, as follows: Standard 
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bran, $33.50; pure bran, $34.00; stan- 
dard middlings, $33.75; flour middlings, 
$34.50 to $35.50; red dog, $36.50 to 
$37.50; linseed meal, $48.50. 


HETZEL MILLING CO., and the 
international Harvester Co., recently 
conducted a tractor demonstration and 
school at Delavan, Wis. Proper care 
cf tractors was explained to many 
farmers who attended. The program 
was featured by instructive talks and 
motion pictures. The tractor school 
is one of the many means which the 
Hetzel Milling Co. uses to make favor- 
able contacts with its customers. 


KIMBALL & SONS have leased 
the feed mill at Pine River, Wis. 


E. J. KOPPELKAM 


GRAIN FUTURES 


373 Broadway 
MILWAUKEE, WISCONSIN 


Phones Broadway 32, Broadway 783 


Member Chamber of Commerce 


Local Evidence Big Help 
Selling Poultry Feed 


(Continued from Page Thirteen) 


tion to compare with others on the old 

ration. This is a more difficult method 

in that the average poultryman is not 
equipped to provide for splitting the 
flock; besides it means more work. 

Then, too, it isn’t as good a test be- 

cause only part of the flock is on the 

new ration. 

Three calls are usually enough. Com- 
ing back oftener takes time from sell- 
ing new customers. Here is an effec- 
tive program to follow: 

First call—Get your customer started 
on the new ration. 

Second call—In about two weeks, af- 
ter his flock is on full feed, help 
him with proper feeding. 

Third call—At the end of the demon- 
stration, which should not be less 
than 90 days when you want to 
check results, get your evidence 
and another order. 

Have the record made out in du- 
plicate and get the poultryman to sign 
both. One of the record sheets you 
can use on display in your store, the 
cther you can carry as }ocal evidence 
out to the prospects on the poultry 
farms. If possible pictures of the flock 
should be obtained. Pictures add in- 


2. 2. 2 
2.2. 2 2 2 2 2 2 2. 2 2 2 2 ee ee see ee .3. 


over 41 Years. 


2. .2..2. 2 2 2 2 2 2 2 2 2 2 2 2 2 2 
2, 3. 


D. R. MIHILLS, Mgr. 


Since 1885—44 years and 


No-Milk Calf Food 


is still the Leader. 


We have over 350 dealers in Wisconsin 
selling our Product and some of them 
Their repeat orders 
each year is the best recommendation 
we know of for No-Milk Calf Food. 5 


ARE YOU ONE OF THEM « 


FOR PRICES WRITE 


National Food Company 


2. 2. 


2. 2. 


2. 


terest to cold facts and figures. 


Longer Records Better 

While egg production, of course, is 
of interest to the average poultryman, 
you will find that every poultryman is 
ever mindful of the entire cycle of pro- 
duction. He is therefore interested in 

1.—Better hatches, interest especially 
keen in late fall, winter and spring. 

2.—More chicks saved, interest es- 
pecially keen in spring. 

3.—Earlier, heavier broilers, interest 
especially keen in the spring and sum- 
mer. 

4.—Early maturing, larger developed 
pullets, from May to September. 

5.—More eggs the year ’round, but 
particularly in the late summer, fall 
and winter. 

6.—Quicker molt, June to Novem- 
ber. 

Local evidence covering the entire 
cycle of production gives you feeding 
evidence over a period of 18 months 
or better which is far more interesting 
to a poultryman than a comparative 
feeding test of 30, 60 or even 90 days. 

If you can, it will pay you to get 
two or three key poultry raisers to 
keep a record on the hatchability of 
eggs from flocks fed one ration and 
flocks fed your ration. Then, follow 
through with a comparative test on the 
chicks, recording both the chick mor- 
tality and their growth. 

Pictures Help Evidence 

If you can, take pictures of the 
chicks at different ages. You'll use 
the pictures over and over in inaking 
future sales. Get a definite record of 
the time it takes them to come into 
laying and the egg production for their 
pullet year. This will give you local 
evidence for the complete poultry cycle. 

Three or four pieces of local evid- 
ence of this kind will multiply your 
tonnage per hour, per day and per 
month. It will enable you to make 
a sale of poultry feed to a prospect in 
much less time. It will give you a 
grip on poultrymen you are now sell- 
ing and equip you with conclusive facts 
and figures in selling other poultry- 
men. 


D. J. PETERS, Wellsburg, Ia., has 
purchased the grain elevator of Fred 
Raient at Robertson, Ia. Mr. Peters 


also operates an elevator at Cleves, 
Ta. 


pure BRAN MINNEAPOLIS Flour 


STO.MIDDS * EST. 1872 * 
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New York Survey Reveals High Cost 
Of Carrying Book Accounts 


(Continued from Page Eighteen) 

to send out bills and have a consider- 
able charge for stationery and postage. 

Every once in a while a man who 
sells farm supplies takes his car and 
goes out to round up some cash. These 
costs of collection varying all the way 
from a few gallons of gas for a social 
call to collection fees and lawsuits, 
are always incurred when credit is ex- 
tended. The man who buys a mowing 
machine and pays for it must also pay 
his share of the loss on the machine 
sold to the man who left the commu- 
nity, taking the machine with him and 
leaving his unpaid note behind. Bad 
debts are an inevitable cost of credit. 

Competing With the Banker 

Now why can a bank sell credit for 
6 per cent when a store must charge 
from two to three times that rate? Be- 
cause one of the functions of a bank 
is to sell credit and it can do it) more 
efficiently than a store. Banks do not 
have some of the credit costs that mer- 
chants do. The writer has never heard 
of a bank staying in business that had 
a cost of 4.6 per cent for bad debts. 
Feed stores can sell feed more effi- 
ciently than a bank but not credit. We 
never see the cashier of a bank wheel- 
ing out a sack of feed and dropping 
it on a milk rig but how often do we 
see the feed man hand out the “yel- 
low slips.” We hear a lot of talk about 
cutting out the middleman but when 
we ask a merchant to give us credit 
we are inserting a credit middleman 
into the business of our community. 

This condition of farmers using the 
most expensive kind of credit to fi- 
nance three-fourths of their credit op- 
erations is bad for farmers, bankers, 
end merchants. Who is to blame for 
it? All three groups are both indi- 
vidually and collectively responsible. 
Not all bankers recognize farming as a 
business that is entitled to credit for 
productive purposes. Merchants are to 
be blamed if they do not give cash dis- 


counts and making the man who uses. 


store credit pay for it. Farmers are 
at fault in not trying to get credit 
from banks instead of from the feed 
store. 

Who Is to Blame? 

Society as a whole is to be blamed 
for a part of this credit situation. We 
are living in an age of mortgaging the 
future at a high rate of interest for 
things we could do without. Farmers 
are not liable to do this as some others 


How Farm Expenses Were Financed In 
107 Tioga County Dairy Farms 


Percentage of Annual Outlay 


Banks. 


Cash Charge Note to seller 

Feed.... 17 77 6 
Fertilizers (lime - seeds)...................... 53 45 2 
New Machinery. 51 14 35 
63 3 34 
Silo 69 31 
Shoeing - 82 18 
Other farm) 89 11 
Auto upkeep........ 98 2 
Other personal expense..................000 92 8 


Sources Of Farm Credit 


Notes: (not) to. bariles 


Tioga Co. Genesee Co. 
73% 49% 
19 24 
8 27 


but people who have autos, radio sets, 
and victrolas' to sell on the install- 
ment plan seem to think it pays to ad- 
vertise in farm papers. What can be 
done towards changing this bad credit 
situation? I believe that the solution 
of this problem lies in getting bank- 
ers, farmers and merchants to under- 
stand the facts in the case and to rea- 
lize that bank credit instead of store 
credit means more profits for all con- 
cerned. 

Some things the farmer, banker and 
merchant can do to help this credit sit- 
uation. 

What Farmers Can Do 

1.—Be prompt in caring for obliga- 
tions. Probably more notes go to pro- 
test because of neglecting to pay than 
inability to pay. 

2.—Pay cash and get the discount. 
There are several ways of doing this. 
lf you have a cash discount store in 
your own community buy there. If 
your local store does not give a dis- 
count, try to find one that does. Often 
times a dealer can afford to deliver 
farm supplies at a considerable dist- 
ance if he gets the cash. One hundred 
dollars in cash in a merchant’s cash 
drawer will enable him to buy more 
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new stock than $105 worth of charges 
on his books. 

3.—File a credit statement at your 
bank. A banker does not loan his own 
money but that of his depositors. He 
is held responsible by the State and 
Federal government for his loans. A 
bank is entitled to know what you 
own and what you owe. They usually 
find out what you owe but may not 
know what you own unless, you file a 
credit statement} with them. 

4.—Borrow only for productive pur- 
poses. Running in debt for a new car 
or paint on the house is not wrong, 
but is risky. 

5.—Keep track of your checking ac- 
count and carry a reasonable balance. 

6.—Talk your plans over with your 
banker. Tell him when your ships are 
due to come in. 

7.—Keep one step behind living up 
to your income rather than one step 
ahead of the sheriff. 

What Banker Can Do 

1.—Recognize farming as a business 
that is entitled to credit for produc- 
tive purposes. 

2.—Have some one in the bank who 
is in touch with farm conditions. 

3.—Distinguish between individuals. 
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STOP! LOOK! LISTEN! 


have the best quality of CORN this year we 
have handled in many years, all No. 2 so far as 
quality is concerned. 


If you want this kind of corn, place your inquiries 
with us and you will get the best that money can buy. 
Result, satisfied customers and more of them for you. 


Can furnish both corn and oats, straight or bulk-head cars. 


Western Terminal Elevator Co. 
SIOUX CITY, IOWA 


00 

00 
oO OO 
K R E A M O 
00 oo 
00 00 
oO 60 
00 OO 
SWEET DAIRY FEED 
oO 00 
16144% PROTEIN 
00 oO 
MANUFACTURED BY 
00 00 
MINNESOTA FEED COMPANY oo 
oo MINNEAPOLIS, MINNESOTA oo 
Ae Mixed Cars a Specialty—We Handle All Kinds of Mill Feeds Be 
ae Shippers of Corn and Oats—Write for Samples and Prices an 


SHIPPERS OF 


DURUM 


CORN 


Sulphured and Natural Oats 
and Barley, Buckwheat 
and other grains for 
poultry feed 


Elevator Capacity—2,500,000 Bushels 


ARCHER-DANIELS-MIDLAND CO. 


GRAIN DEPARTMENT 
MINNEAPOLIS -—- MINNESOTA 
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Do not require a man who is known to 
be good to get his neighbor’s signa- 
ture on a note. If his credit statement 
is all right ask for his wife’s signa- 
ture. 

4.—Meke the term on farmers’ notes 
correspond to the time that it takes 
to grow a crop. 

What Merchants Can Do 
1.—Give cash discounts. (Two are 
suggested: one for spot cash and one 
for 30 days.) 

2.—Sell goods and not credit. 

If three men have mill races fed 
from the same pond, a leak in the dam 
costs them all money. There is a big 
leak in the farm credit dam and bank- 
ers, farmers, and merchartts can all 
afford to work together to stop it and 
make the waste water go through the 
mill instead of over the spillway. 


Fr. B. MOSHER, manager of the 
New Richmond Roller Mills Co., New 
Richmond, Wis:, and wife left Febru- 
ary 21 for a month’s vacation in 
Florida. 


M. P. McNALLY, vice-president of 
the New Richmond Roller Mills Co., 
New Richmond, Wis., left February 
10 on a business trip to the East. He 
will also go to Havana and through 
the Panama Canal Zone, 


CORN 


23% 


BUILD YOUR TRADE WITH 


SWEETENED DOUGLAS 
CORN GLUTEN FEED 


Srcostenel Douglas Corn Gluten Feed 
| protein concentrate for Dairy 
hw and Poultry. Contains Durham 
Cane Molasses which supplies Vitamin 
B and also Potash. Molasses being 
slightly laxative, it relieves constipation. 

Write for further information 

and samples. 
Look for the sign of these good feeds 
at your dealer, or write to 


PENICK & FORD Ltda. Inc. 


Cedar Rapids, lowa 


i | \ WITH / 

FEED 

| CowLeeds That Pay’. 
| / \ 
| 


Eastern Federation Of Feed Merchants Convention 


(Continued from Page Twelve) 
of the stations of the J. H. Gray Mill- 
told of his efforts to combat 
He op- 


ing Co., 
direct selling in his territory. 
erates a mixer and explained how he 
always keeps up-to-date figures at hand 
computing the cost of ingredients to 
show his patrons that he is able to 
offer them feed equal to those they 
get on a direct shipment basis at lower 
prices. 

“We never cry about direct ship- 
he said. “We recog- 
nize that our patrons have a right to 
buy feed and other supplies wherever 
they see fit and when direct shipments 
come in to our territory we study the 


ment competition,” 


situation to see where we're wrong. 
We have not eliminated the trouble en- 
tirely but have reduced direct ship- 
ments to almost a minimum. We offer 
a two per cent cash discount, follow 
the market in establishing all our pri- 
ces and advertise in our local news- 
paper. We have found that newspaper 
advertising brings us even better re- 
sults than direct-by-mail.” 
Steenbergh Urges Cash Basis 

Mr. Steenbergh talked on the im- 
portance of cash as the only basis for 
selling feed and the progress which is 
being made by The Feed Bag and 
cther agencies in converting the feed 
industry to the proposition. 

“The number of cash feed stores is 
increasing in all sections of the coun- 
try and we are now looking forward 
to a time when practically all feed 
will be sold for cash. I believe the 
cash basis of selling feed is the only 
way to operate a retail feed store and 
that it will be the salvation of the feed 
merchant. The average feed dealer who 
sells on a credit basis is so handi- 
capped that he is not able to offer 
the desired and full measure of serv- 
ice to his patrons.” 

The farmers’ co-operative retail feed 
store as it exists in Wisconsin was 
also explained by Mr. Steenbergh. He 
said that the farm bureau and farm 
equity societies were no longer great 
disturbing factors in the feed trade of 
his home state and that the \farmers’ 
co-operative stores were among the 
leaders in helping to eliminate such 
undesirable competition. “Many co- 
cperative farm feed stores in Wiscon- 
sin know their costs better than: pri- 
vately owned stores. The co-opera- 
tive managers work with capital which 
is. not their own and must therefore 


operate in a business-like way and con- 
serve their resources or go out of busi- 
ness. Some co-operative feed stores, 
of course, have poor management and 
disturb the trade temporarily but must 
fail sooner or later. She co-opera- 
tives which survive provide good com- 
petition as is evidenced by the fact that 
the Central Retail Feed Association 
membership includes a great many 
farmers’ co-operative feed stores.” 

The resolutions committee headed 
by M. L. Walldorff, of Olean, N. Y., 
reported resolutions inviting the New 
England Retail Grain Dealers’ Asso- 
ciation and New York Feed Manufac- 


turers’ Association which was also in ~ 


session at Binghamton, to co-operate 
with the federation in a regular pro- 
gram of educational broadcasts, thank- 


Even As You And | 


I asked a miller friend of mine, 
How many mills he run? 
He looked at me with some surprise, 
And answered, “Why just ONE”. 
Is that so, sez I to him, 
Judgin’ from the looks, 
It's TWO you run, instead of ONE, 
There’s ONE upon your books. 
He looked up kinda’ funny, 
And said, “boy, right you be, 
I’m sure a runnin’ that mill, 
And it’s sure a runnin’ me. 
Now if you're like this miller, 
Runnin’ both mills ONE and TWO, 
Better watch the books more éareful, 
Or they’ll sure be runnin’ you. 
Jay D. Dee 
“FEED FOR THOT” 


ing the city, hotel, chamber of com- 
merce, committees, speakers, press and 
entertainment and endorsing the work 
of the New York State College of Ag- 
riculture in holding district seed and 
fertilizer conferences which, 
adopted. 

The convention adjourned at noon 
following suggestions that the annual 
summer meeting, which was held at 
Buffalo in 1926 and 1927, be held at 
some eastern or central New York city 
in 1928. Convention registration was 
in charge of M. F. Cohn, of the Sun- 
set Feed & Grain Co., Buffalo, and the 
following members of the feed trade 
registered: 

L. W. Abbott, Richardson Mill Co., Hamburg, 
N. Y.; C. H. Allen, Larrowe Milling Co., Detroit, 
Mich.; H. D. Archer, Andes, N. Y.; O. E. Auerbach, 


Consolidated Feed & Grain Co:, Buffalo, N. Y.: 
T. H. Avery, Leroy Grin & Cereal Co., Leroy, N. 


were 
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Kirkwood, 
ingham- 
Barnes, J. C. Branning Co., Nar- 
F. Bartle, Ladish Milling Co., 
Binghamton, N. ¥ : Richard Baxter, East Branch, 
N.Y: H Beais, Otsego Co. Farm Bureau, 
G. Beechwood, Sherberne 
Grain & Coal Co., Sherberne, M. Beier- 
meister, Park & Pollard Co.. 
H. M. Bloxhan, Sid- 


njamin, Canastota, N. Y.; 
ney, N. Y.; S. Boss, S. Howes Ca, Inc., Silver 
; J. R. Bodurtha, Corn Products Re- 


Kirkwood Milling Co., 


arndt, Feed Co., 


Creek, N. 
fining (om Uae. N. Y.; H. E. Bradt, Sunset Feed 
& Grain Co., Buffalo, N. Y.; F. J Bradford, Ar- 
cady Farms. Milling Co., Chicago, IIl.; 
Brougham, Union Milling Co., Endicott, N. Y.; 
, Brown, Arcady Farms Milling Co., Chicago, 
lll.; L. F. Brown, American Feed Manufacturers 
Association, Chicago, Ill.; W. G. Buckholtz, 
Geneva, N. 
Camp Camp, Cam Milling 
Inc., N. Y F.C. Campbell, 
Carpenter, D. W. Car- 


nter, Spr Ss, assidy, 
Feed Mills, Inc., pt N. Y.; P. W. Cham- 
Middletown, N: Y.:R. W. 


; Hulet D. 


Clark, Clark Thompson Bridge, N. : M. F. 

Cohn, Sunset Feed & Grain Co., Buffalo, N. Y.; 

A. J. Conley, T. P. Gaines & Sons, Sherberne, N. Y. 

. Cook, Syracuse Milli — Co., Syracuse, N. Y.; 

D. L. Cook, Bemis Bros. Bag Co., ‘Brooklyn, N.Y. 

. A. Cox, Quaker Oats Co., Albany, N ; Wm. 

. Crull, Oats Syracuse, N. "H. B. 
Curtis, Mt. Upton, N. 

Floyd Dailey and L. oe oe ig A. O. Dailey & 
Sons, Binghamton, N. Y.; Damon, Quaker 
Oats Co., Akron, Ohio; J. J. fab, Tioga-Empire 
Feed Mills, Inc., Hubbardsville, N. Y.; C. C. Davis, 
Geo. Q. Moon & Son, Binghamton, N. Y.; = E. 
Davis, Dr. Hess & Clark, Greene, N. Y.; R. 

n, Corn Products Refining Co., Owego, 

.M ker, International Salt Co., Scranton, 
Pa.; W. F. Dexter, Ames-Burns Co., Jamestown, 
Tioga-Empire Feed Mills, Inc., 
Waverly, N. Y.; James Ditzler, Ames-Burns Co., 
Jamestown, N. Y.; Matt Donner, wis Grain 
Corp., Buffalo, N. Y.; Ernest S. oe Cortland 
Flour & Feed Mills, Cortland, N. ¥.; C. 

St. Albans Grain Co., St. Albans, Vt: E. B. 
bar, J. Milling Co., Little N. Y.; 
H. R. Edsall, Consolidated Feed, Coal & Lumber 
Co., Sussex, N. J.; Earle Elmore, Elmore Milling 
Co., Oneonta, N. Y.; H.C. Elwood, Colonial Salt 
Co., Buffalo, N. Y.; OLE: Evans, pce Mills, 
Syracuse, N. Y.; H. bo Fairchild, C. W. Nohle, Inc., 
Lowville, N. Y.; Frank D. Fish, and H. A. Fish, 
Frank D. Fish, Ithaca, N. Y.; E. E. Franklin, E. E. 
Franklin & Co., Whitney Point, N. Y., Clarence 
Fortman, Reilly and Fortman, Cochecton, N. Y 


ESP. T. P. Gaines & Sons, Sherberne, 
Ray Gaines, T. P. Gaines & Sons, Poolville, 
G arner, Ames-Burns Co., Jamestown, 
N. Y. C. E. Germain, Saratoga Milling Co., Sara- 
toga, N. Y. Robert Gill, Phelps & Sibley Co., “Cuba, 
> C. & L. Glover, East Randolph, 
. Godshalk, Milling Co., Ban- 
alter Gold idemith, 
Pilling Co., Oneonta, nM Gra 
rowe Milling Co., Springville, N — 
Corn Products Re ning Co., N. ¥. 
rimes, Grimes & Son, Su: 
Pa. C. O. Gridley, Stevens Milling & Feed C 
as N. Y. E. Grover, Pine Bush, N. S 
Lloyd E. Greer, Tioga-Em ire Feed Mills, Inc., 
Waverly, N. Y. W.K. Gulick, Dietrich & Gambrill, 
Inc., Perkasie, Pa. 


A. T. Bingham- 
ton, N. Y. Haight, H. Colegrove & Sons, 
Y. Hail, Hancock, N. Y. 
Bruce L. Hall, Cooperstown, N. Y. T. W. Hamer, 
Stevens Milling & Co., Lacona, N. Y. J. L. 
Hamill, Seneca Falls, N. Harrison, 
Sunset Feed & Grain Co., Middletown, N. Y. 
Harrison, Milford, N. +. ES . Hazard, Terai 

Co., Nichols, N. Y. Llo be Hedrick, Purina 
Mills, Buffalo, N. Y. Theo. Hoffman, Guilford, 
M. R. Horton, C. S. Horton Sons, Inc., 

. N. Howard, New England 
Retail Grain Dealers’ Association, are, Mass. 
Frisbie rig Feed Mills, Inc., 
= H. Howell, Uniondale, Pa. 
and Wer Hyzer, Jr., Wm. Hyzer & 

‘Franklin, 


G. W. Irish, sear | and Yeomans, Wellsbridge, 
N.Y: 5..G. Ingersoll, B. L. Grant & Son, Homer, 
N. Y. °C. A. Johnson, DeRuyter, N. Y. R. K: 
Johnson, Colonial Salt Co., Binghamton, N. Y. 
Corn Products Refining Co., New 
York, N. Y.. H. Kendal, Geneva, N. Y. Ec. 
Kessler, Ames-Burns Co., ‘Jamestown, N. Y. M.S. 
Kistaee, Kintner Milling Co., Mehoopany, Pa. 

h R. Sa Cortland Flour & Feed Co. rt- 
tog mer Knapp, Thompson & Knapp, 
taal Manor, N. Y. Fred Krueger, Pillsbury 
Flour Mills, Buffalo, N. Y. C. J. leur, Kasco 
Mills,’ Waverly, N. Y. Geo Longyear, 

& Pollard Co., Schenectady, CR Loc 


Zz 
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Boost The Feed Bag To Firms You Do Business With 


JO 
SCRATCH FEED 
when fed with 
ag ata 
EGG MASH 

oo 
oo —_ Will positively produce the maxi- sis 
oo 
5 Mixed Cars mum amount of eggs. sis 
00 Our Specialty oo 
Bo These feeds are REGHT and our prices are RIGHT su 
oo Write for samples and prices tT 
33 WISCONSIN MILLING COMPANY wisconsin 
00 OO 


WE SELL DEALERS ONLY 


Queen Wheat Feed 
is a Pure Wheat offal 


= and is manufactured in 
our own mills. Can fur- 
— nish Queen in straight 


or mixed cars with Che- 


rokee Pure Bran and 
Cherokee Middlings. 
| PROTEIN 15. 


CRUDE FAT - - 4.6% 
CRUDE FIBRE - - 83% — 


ST. PAUL, MINN, ———" 


cae Office 315 Corn Exchange ~~ 
\ MINNEAPOLIS, MINN 
— 4 


Capital Flour Mills, inc. 


CORN EXCHANGE 
Minneapolis, Minnesota 


m WE SELL DEALERS ONLY <—a 


HOUR SERVICE 
ON MIXED CARS 


Carry the Stock 


MILL FEEDS, FLOUR, OIL MEAL, GLUTEN, COTTON 
SEED MEAL, HOMINY, CORN, OATS, OYSTER SHELLS, 
GRIT. In fact, everything in the feed line. 


POULTRY FEEDS, DAIRY FEEDS 
RED OAK DAIRY 20% 
RED OAK SWEET DAIRY 16% 
RED OAK WHEAT FEED 
RAPIDS DAIRY 16% 


We ship C. M. & St. P., C. & N. W. and Green Bay & Western 
{WRITE OR WIRE FOR PRICES. 


McKERCHER MILLING CO. 


WISCONSIN RAPIDS, WISCONSIN 
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rout, Waldron & Co., Muncy, Pa. S. R. Mills, 
Sussex, N. Jj. K. Mo er, 
sell-Miller illing Co., ry 

. Moon, Geo. . Moon & So n, iitnesees. N. Y. 
A. A. Mudge, M. F. Mudge & Son, Afton, N. Y.; 
M. F. Mulroy, Russell-Miller Milling Co., Buffalo, 
N. Y.; Henry Neff, Fred L. 
Nelson, Deansboro Feed Lumber Co., 
boro, N. Y.; E. W. Niles, io Feed & Grain 
Co., ‘Waverly, 

A. E. Page, Delhi, N. Y.; H. F. Page, Franklin- 
ville, N. Y.; Asa M. Palmer, 
Palmer, Tioga-Empire Feed Mills, Inc., Waverly, 
N. Y.; W. H. Parker, Waterford, Pa.; M. . Peck, 
Farmers Syndicate, Cortland, N. Y.; G. H. ‘0, 
Victor Flour Mills, Inc., Pittsford, N. Y.; 
Pitcher, Maine, N. Y.: H. R. Puschel, ‘Arcedy 
Farms Milling Co., Binghamton, N. Y.; F. 
Quigley, Miiler Milling Co., Buffalo, N. 

R Raeder, Washburn-Crosby Co., Buffalo, N: 
vs George Rankin, A . E. Staley Mfg. "on Decatur, 
lll.; F. Harry Raymond, ong Oats Co., Elmira, 
N. Y.: Floyd Reynolds, John A. Reynolds, Albany, 
N. Y.; Gu F. eilly, Reilly & Fortman, Cochec- 
ton, N. ; L. S. Riford, Beacon Milling Co., 
Gree N. Y.: L. T. Robinson, Starlight, Pa.; 

A.H. Herrick & Sons, N. 

& a Rooks, Sidney, N. Y.; Rolf, Larrowe 
Milling Co., Quaker Oats 


Co., New York 


I. D. Sayles, Kasco Mills, Utica, N. Y.; W. E. 
Savacool, Perkasie, Pa.; R. F. Pepemee. Cortland, 
N. Y.; N. . Salmon, Glenfield, N. Y. S. Schell, 
Grain Dealers National Mutual ‘Fine Insur- 
ance Company, Oneonta, N. Y.; F. J. Schon- 
Cargill Grain Co., Buffalo, 
E. A. Schwab, E. A. Schwab Grain Co., Buffalo. 
N. Y.; E. J. Scott, Maritime Milling Co., Buffalo, 
N. Y.: R.'H. Selke, Corn Products Refining Co., 
Owego, N. Y.; John Sheerar, Cincinnatus, N. Y.; 
Geo. I. Simmons, Thomas Jackson, Camden, N. Y.: 
W. E. Sleeth, Cicero, N. Y.; H. W. Spencer, Ahwaga 
Binghamton, N. Y.: W. O. Albany, 

N. Y.; . Stearns, King sley, Pa.; Geo. D. South- 
well, Eastern Grain Mill & Elec. — Utica, 
N. Y.; David K. Steenbergh, The Feed on Mil- 
waukee, Wis.; J. H. Stewart, Blatchford Calf Meal 
Co., Kingston, N. Stelle, Townsend- 
Ward Co., Buffalo, i= Stofer, J. J.. Mc- 
Killen, Inc., Buffalo, N. Stone, Stone 
Bros., Corbettsville, N. Be Stover, Edwin 
F. Stover, Bloomin Glen, Pa.; Geo. H. Strong, 
Conklin & Strong, Warwick, N. Y.; J. A. Sturges, 

A. Sturges & Co., Easthampton, Mass.; R. W. 

trickland, Postum Go. Syracuse, 


E. F. Tatro, Moses Bros. Co., ati N. Y.; Geo. 
F. Thatcher, ‘Arcady Farms Milling o., Chicago, 
Ill.; A. J Thompson, Park & dogg | Co., Schenec- 
tady, N. Y.; Al Th be, Pa.; 
Leroy E. Thorpe, horpe and Ty Carbondale, 
mal James H. Throop, Norwich, N. Y.: Lionel 

James H. Gray Milling Co., Springville, 
Vandrew, Larrowe Milling Co., Elmira 5. 
Van Hise, Maritime illing Co. eo, Middletown. 
N. Y.; D. M. ag Tioga-Empire Feed Mills, 
Inc., Binghamton, N Noy, Port 
ervis, N. Y.; S. F. Virkcr, 

. Vredenberg, “and Fi N. Vredenberg, Sprout, Wal- 
dron & Co., Muncy, Pa. 

alker, E Conklin & Sons, Binghamton, 

; Harold cen Cortland Flour & Feed 
Mille: “Cortland, N. Y.: = L. Walldorff, Acme 
Milling Co., Olean, erty’ P. Ward, Haight & 

ndor, N. Y.; cy.  Watkine Hecker-Jones- 
pe Milling Co., Utica, N. Y.: H. N. Watkins, 
Holmes & Watkins, ‘o, N. Y.: 5. W. Watson, 
S. Howes Co.,Inc., Silver reek, N.Y.:H. D.White, 
Consolidated. Products Co., Chicago, C. 3 
Widrig, oe Feed Co., Jamestown, :D. O. 
gary Tioga-Empire Feed Mills, Inc., Waverly, 
N. H.C Williams, Chapin & Co., ‘Herkimer, 
N. Y. L. Williams, New Hartford, N. Y.; Ww. 
Wilber; Wilber Feed Co., Jamestown, N. Y.; L. M. 
Wilson, Ahwaga Mills, Inc., Binghamton, N. ¥.; 
Ralph B. Wood, Wood Bros., Cooperstown, N. Y.; 

Wyckoff, J.M . Wyckoff, 
Pa.; W.'S. Young, Kasco Mills, Waverl 

L. P. Zumstein, hapin & Co., Auburn, N 


amton, N. Wm. 


WHEN TRADING IN 


GRAIN FUTURES 
Ghe 
HADDEN GRAIN CO. 


MILWAUKEE 


Serves the Best 


44 GRAIN TRADE 


at MILWAUKEE 
Phone 10 CHAMBER OF 
Broadway COMMERCE 


| 6 4 2 (Ground Floor) 


x? 

— 

k = = 

| 

= — 
= | 
= = | 

= ee = 


CLASSIFIED 


Service department for our read- 
ers. Low Rates: 25c per line; 
minimum $1.00. 


MACHINERY FOR SALE 


We offer all or any ert of the following 
foutey. Feed and Corn al Mill Machinery 
or sale: 

7—No. 81 Draver Wins Type with 

reentage valves, complete with Multiple 
Feeder Drive and thecher'’ Shaft and 26 feet of 

9 inch steel conveyor complete with lining, 
hangers, box ends, etc. 

1—No. onitor Cracked Corn Separator 
and Corn Meal Bolter, complete with sieves. 

2—33 inch, Twin Dust Collectors. 

2—26x8 feet — and Marmon Reels. 

400 feet No. 25 Pop. Elev. trunking for 7x5 
buckets. 

5—No. 25 Pop. Elev. Heads. 

5—No. 25 Pop. Elev. Boots 

400 feet 7 inch Elevator Belting with Buck- 


ets. 
Shafting-rigid and adjustable pillow blocks, 
steel conveyors, etc. 
his machinery is all in first class shape, 
used very little, if interested, address, 
RED veee* FLOUR & FEED CO. 
U CLAIRE, WIS. 


Northern Grown 
ALFALFA 


Better Quality 
Northern Hay & Feed Co. 
“For Best Results’ 

502 Corn Exchange 
Minneapolis Minn. 


MILL FOR SALE 
All or one-half interest in A-1 mill and feed 
store. Building rented. Electric power. A 
money maker. Write 500, c/o THE FEED 
BAG, 86 East Michigan street, Milwaukee, Wis. 


FEED BUSINESS WANTED 
WANTED: To hear from elevator or feed 
dealer desirous of selling a half interest in es- 
tablished feed business in Wisconsin or Minne- 
sota. Address Box 3-A, THE FEED BAG, 
86 East Michigan street, Milwaukee, Wis. 


SALESMAN WANTED 


Manufacturer of well-known line high quality 
moderately priced commercial mixed feeds has 
opening for exverienced salesmen, two terri- 
tories available—lower Michigan and western 
Pennsylvania. Good opportunity a capable 
aggressive men. Write A-l, c/o THE FEED 

6 East Michigan street, Milwaukee, 
Wis., giving full information in first letter. 


DAIRY ALFALFA HAY 
FOR SALE 


Write or wire for delivered prices. 
Grades and weights guaranteed. 
JOHN DEVLIN HAY CO., Inc. 
192 NO. CLARK ST., CHICAGO, ILL. 


PINK & Co., Cairo, Ill., has been 
incorporated with a capital stock of 
$25,000, to deal in feed, hay, grain and 
flour. The incorporators are E. G. 
and Laura R. Pink and Roswell M. 
Rennie. 


J. MYNOR EWING, vice-president 
of the Cannon Valley Milling Co., Min- 
neapolis, reports that the firm’s offices 
have temporarily been moved to the 
Flour Exchange and will be located 
there until the new Chamber of Com- 
merce building is completed. The Can- 
non Valley Milling Co. has increased 
its volume considerably in easterm 
markets and is now installing a new 
wheat washer. 


Mention The Feed Bag When Writing Advertisers 


Ut 
33 Get Parks’ Direct Mill Contracts © 
ale 
— ale 
0 ANYTHING IN THE FEED LINE a 
Dried Butter Milk Powdered Skim Milk 
500 Cottonseed Meal Linseed Meal Bone Meal BE 
OO 
55 «Oyster Shells Screenings Coarse Grains ate 
— oo 
J. P. PARKS, Broker 
Direct Manufacturers Representative 
als 400-401 New England Bldg. KANSAS CITY, MO. ate 
00 


Buy 
PURITAN BRAND 


The Genuine Live Reef 


CRUSHED OYSTER SHELL FOR POULTRY 
Packed in new 100 lb. burlap bags. 


CHICK, MEDIUM and COARSE Grades 


Quality and Service Unsurpassed 


All Goods Guaranteed 


The Crushed Oyster Shell Company 


BILOXI, MISS. 


R. L. HERRICK M. H. HERRICK 


HERRICK FEED COMPANY, INC. 


WHOLESALE 


Grain and Feed Shippers 


HARVARD, ILLINOIS 
PHONES 135 AND 118 
Excellent service, highly reliable; 
Quality paramount---that’s undeniable; 


Best of attention, prices agreeable; 
Our motto is: ‘“‘satisfaction unbeatable’’. 


100% FOR THE DEALERS 


R. L. HERRICK, Jr. J. M. HERRICK 
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FARMERS’ ELEVATOR  CO., 
ai Walcott, Ia., recently opened its new 
ay feed house and appointed Henry Beck- 


man mianager. 

ical Grind 

# V rtica Urinder M. P. YOUNG & SONS purchased 
C the Rascher Flour & Feed Co., Cen- 
aH . wa Has all the features of a tralia, Ill., recently. 

gi. double head attrition mill in ne 
little space and at low cost. WILLIS =FARMERS 


CO-OPERATIVE ASSOCIATION 
is building a new feed mill at Williams- 
field, Ill. 


It will grind almost anything. 
if Furnished with Line Start 
5+ Motor where required. 

1 COOK & GILBERSON, Irving, 


‘i ALLIS “Cha MERS Ill., have purchased the elevator of the 
Write for 


, Irving Equi o., and have begun ac- 
MILWAUKEE, WIS. U.S.A. BULLETIN 1234-I Equity Co., and beg 
tive management of the mill. 


ANDREW B. SORENSON, Clarks 
Grove, Minn., has purchased the Speltz 
bi aa ou Grain & Coal Co. elevator and feed 
. oo e 
go .SCARBORO GRAIN CO., Scar- 
in the Market for Straight or Mixed Cars. boro, Ill, has purchased Shearen & 
> an ae Helgen’s elevator from H. J. Smith. 
MILLFEEDS OIL MEAL 
CRACKED CORN GROUND FEEDS NORRIS Chicago, ML, has 
a4 aken over e nol 
:7 ao GROUND GRAIN or FLAX SCREENINGS ae tor, one of the oldest elevators in Chi- 
i ee WHOLE or GROUND MILL OATS OO cago, formerly operated by the Ar- 
WHOLE or GROUND BARLEY 
1 
= 
GET IN TOUCH WITH 
0g 
= | CEREAL 
oo 
THE HAERTEL-PHELPS COMPANY :: 
q = | GRADING CO. 
by sis 616 Corn Exchange Bldg. Minneapolis, Minnesota sts MINNEAPOLIS 
SPECIALIZE IN 
| GOOD 


CORN and OATS 
Pi WISCONSIN TRADE 


Makes Hens Lay 


TRY US. 
| : 4 LESS GRIT TO BUY, MORE EGGS TO SELL 


Because of super-availability and natural balance of 


needed minerals, poultry will eat only about half as 


PEARL GRIT 


i “The Limestone fen consumed 43% less material and laid 20% more eggs.” 
H Our enormous advertising program is carrying this message to the poultrymen 
f and you should be in position to supply the demand. 
. A YEAR ROUND PRODUCT 
There is a year round demand for PEARL GRIT. During the winter and fall 
laying season, PEARL GRIT is in demand to supply the necessary lime for the 
heavy egg production of this season. During the spring months, there is an 
enormous market for No. 1 PEARL GRIT for baby chicks. Every experimental 
college and professional poultryman in the country, recommends No. 1 PEARL 
GRIT to furnish the necessary lime for rapid gain. 
, WRITE FOR PRICES a 
i" AND INFORMATION REGARDING PEARL GRIT 


q It is made in three sizes for laying hens, growing birds and baby chicks. 


THE OHIO MARBLE COMPANY, Piqua, Ohio 


Bag Lots -- Ton Lots 


| Dadmun- LaBudde 
Company 
NORTH MILWAUKEE 
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since 1870. 


ests at Buffalo. 


paigns. 


JOHN DRURY 


FRED MANUEL, Hull, Iil., agent 
for the Knollenberg Milling Co., Quin- 
cy, Ill., is opening a feed business and 
plans to carry a general line of stock 
and mineral feeds. 


WILLIAM AND CLIFTON 
MURRAY who operated a grain ele- 
vator at Cayuga, IIl., have leased the 
grain elevator of the Rogers Grain Co., 
Pontiac, Hl. 


GEORGE URBAN DIES 


George Urban, Jr., nationally known 
Buffalo miller, died February 23, in 
his country home near that city, after 
an illness of three weeks. 
his 78th year and had been identified 
with the milling industry at Buffalo 
Mr. Urban was closely 
identified with civic and political inter- 
He was the originator 
of the plan to have Grover Cleveland, 
one of his closest friends, run for pres- 
ident, and was the principal backer of 
Mr. Cleveland in his successful cam- 
Mr. Urban’s son, George P., 
long been associated with his 
father in the milling business. 


| in MINNEAPOLIS |, 


STAY AT 


The 
New Nicollet 
Hotel 


| OPPOSITE TOURIST BUREAU | 
ON WASHINGTON AVENUE ji 


The Northwest's Finest Hotel 
600 ROOMS WITH BATH 
OR CONNECTING 
Every room an outside room 


Largest and Finest Ballroom in the 
N west 


257 Rooms at 
41 Rooms at 


Suites and Special Rooms at 
$6.00 to $9.00 


MAIN DINING ROOM 
COFFEE SHOP 


Three Blocks from Both Depots. 
Retail Center and Wholesale Center. 


W. B. CLARK, Manager 


and Llewellyn 
Clark, Cobb, Wis., have leased a build- 
ing in which they will install a feed 
mill. 


He was in 


DOUGHBOY 
Molassie 16% Dairy 


All orders are promptly filled. We manu- 
facture our own DOUGHBOY MOLASSES 
FEED and can ship in straight or mixed cars. 


NO ORDERS TOO LARGE OR TOO SMALL 


Quick shipment on all orders 
Our price will save you money 
Our quality is superior 

Profit by our early fall purchases 


The demand for molasses will steadily increase during 
the coming months. Fill your requirements now. 


NEW RICHMOND ROLLER MILLS CO. 


WISCONSIN’S MOST MODERN MILL 


NEW RICHMOND, WISCONSIN 


CORN--OATS--BARLEY 
Mill Feeds---Linseed Oil Meal 


Orient Wheat Mixed Feed 


PROTEIN 16% FAT 5% 


ATTRACTIVELY PRICED 
Let us have your inquiry 


We are at the other end of your telephone. 
GIVE US A RING. 


Broadway 4961! 


DONAHUE-STRATTON COMPANY 


MILWAUKEE 
Brokers for Operating Elevators at 
CLINTON CORN GLUTEN and MILWAUKEE—CHICAGO 
CORN OIL CAKE MEAL DEPOT HARBOR, ONT. 
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RATES | 
| 59 Rooms at.................$2.00 
68 Rooms at................. 2.50 
84 Rooms at................. 3.00 | 
i 38 Rooms at................. 5.00 | Mil i 
il 
| | | 
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LOUIS T. PHELPS, who was for- 
merly associated with the Haertel- 
Phelps Co., Minneapolis, Minn., has 
become the Minnesota representative 
for the National Oil Products Co., 
manufacturers of cod liver oil for poul- 
try feeds. 


MAQUON FARMERS’ ELEVA- 
TOR CO., Maquon, IIl., is building a 


small feed warehouse for handling 
feeds. 


RECENT FIRES 

A. Hendrickson Feed Store, Bruno, 
Minn. Loss estimated at $7,000, part- 
ly covered by insurance. 

Co-operative Farm & Grain Co., 
Montrose, S. D. Total loss of $2,500 
covered by insurance. Fire caused by 
overheated stove. 

Green Bay & Western Elevator, 
Green Bay, Wis. Damage estimated 
at $10,000. 

W. L. Latta Feed Mill, Logan, Ia. 
No insurance carried. Mill will be re- 
built. 

White: Deer Milling Co., Inc., White 
Deer, Pa. 

Froedtert Grain & Malting Co., town 
of Greenfield, Wis. Loss estimated at 
$10,000. 

Jaquith Grain Mill, Woburn, Mass. 
Loss estimated at $10,000. 

Glenco Roller Mills, Arcadia, Wis. 
Loss is estimated at $14,000. 


C. T. Legter Feed Mill, North Cly- 
mer, N. Y. 


JAMES G. LAWRENCE, 91, presi- 
dent of the Wabasha Roller Mill Co., 
Wabasha, Minn., died recently. 


LENNON ELEVATOR CO., Len- 
non, Mich., has been incorporated with 
a capital stock of $40,000, to deal in 
grain and farm produce. 


ALFRED JOHNSON purchased 
the elevator of Hanson & Barzen Co., 
Newfolden, Minn., and will re-open and 
cperate it. 


GREAT NORTHERN RAILWAY 
CO., Superior, Wis., have let contracts 
for the construction of a new annex 
at Elevator X operated by A. D. 
Thomsen & Co., Duluth, Minn. The 
new addition will have 239 reinforced 
concrete tanks 110 feet high with a 
total capacity of 3,000,000 bushels. The 
cost of the improvements will be about 


$800,000. 


TJADDEN & DILLEY have pur- 
chased the elevator of D. J. Peters at 
Wellsburg, Ia. 


MATHIS BROS. & CO., Hooppole, 
Tll., have purchased the Hooppole 
Lumber and Grain Co. 


Cc. E. LAMPRECHT has opened 
the Eden Farmers’ Co-operative Eleva- 
tor, Eden, Ill., which he purchased re- 
cently. 


J. H. WALLACE, J. M. Smith and 
Walter Donaldson, Windsor, 
formed a partnership and purchased 
the Farmers Hay & Grain Co., at 
Stewardson, III. 


NOPCO 
COD LIVER OIL 


Write for Literature 
and Prices. 


THE LAY-EGG COMPANY 


MILWAUKEE, WIS. 


Corno HyGrade Oat Feed 
Corno Feeding Oatmeal 
Corno Rolled Oats 


also Reground, Unground and Fine 
Ground Hulls 


Three Minute Cereals Co. 
Cedar Rapids, lowa 


GET MY PRICES—SAVE MONEY 


A. L. STANCHFIELD 


Carlots and Mixed Cars 
FLOUR, MILLFEED 
OILMEAL, ETC. 


602 Corn Exchange Bldg. 


MINNEAPOLIS, MINN. 
““Stand by Stan’”’ 


IOWA MILLING CO. 


CEDAR RAPIDS, IOWA 
Shippers of 


CORN and OATS 


Cedar Rapids Weights and Grades 
Get our prices—We can save you Money 


Person ommission Merchant 


MILWAUKEE, WISCONSIN 
Authorized Successor to RUNKEL & DADMUN 


JOSEF MUELLER 


Consign Your GRAIN, BARLEY AND RYE Especially 


FOR ATTENTION OF 


WM. R. MADDEN 


TO 
UERGER COMMISSION CO. 510 Mitchell Bldg. 


ESTABLISHED FOR OVER THIRTY YEARS 


Milwaukee, Wis. 


NEW._CROP 


DRIED BEET PULP 


Straight carlots and also in mixed carlots with GROUND 
FEEDS, OIL MEAL, MILLFEED and POULTRY FEEDS. 


MANEY BROTHERS MILL & ELEVATOR CO. MNNEAroUs, mun. 


Telephone Main 1864 


MILLERS OF-: 


Mothers Best Flour 


Emrich Grain Co. 
CEDAR RAPIDS, IOWA 


‘“‘Get our prices before 
buying grain’’ 


LINSEED MEAL 
CARLOTS 


Linseed By-Products Co. 


917 METROPOLITAN LIFE BLDG. 
MINNEAPOLIS, MINN. 


Storage 


Excellent Feed Storage Facilities. 
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Negotiable Warehouse Receipts Issued. 
ASK US FOR OUB LOW STORAGE BATES. 


Compa 


Storage 


WISCONSIN 
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RANKIN 
& COMPANY 
GRAIN and FEED 


CHAMBER OF COMMERCE 


MILWAUKEE 


JOUUUU 


it 


Established 1880 


PAINE, WEBBER 
& COMPANY 


Members 
NEW YORK STOCK 


EXCHANGE 
CHICAGO STOCK 
EXCH E 
BOSTON STOCK 
EXCHANGE 
DETROIT STOCK 
EXCHANGE 
NEW YORK COTTON 
EXCHANGE 
CHICAGO BOARD 
OF TRADE 
94-100 MICHIGAN ST. 
Telephone Broadway 8700 


MILWAUKEE 
E. J. Furlong, Resident Partner 


SOFTWOOD 
BALED SHAVINGS 


Three wire well baled 
Softwood Shavings 


oOoo000000 ooo 


We have a few cars for quick ship- 
ment at $7.75 to $8.50 per ton de- 


livered to your station. 


We are getting repeat orders right 
along—so if interested—call us by 
phone. | 


WE ARE SHIPPING THE BEST CORN WE EVER 
HANDLED. GIVE US AN OPPORTUNITY. 


LABUDDE FEED & GRAIN CoO. 
MILWAUKEE, WISCONSIN 


a 
9 


O 
O00 


0000 


F. J. PHELAN CO. 


418 Chamber of Commerce 


MILWAUKEE, 
WIS. 


“Grain Futures” 


Special Attention to Hedges 


expands with 
Printed messages 
They are profitable 


ADTKE ORTSCH 
BROS. CO. 
EstasuisHep 1894 
PRINTERS 
LITHOGRAPHERS 
BINDERS 


344-346 MILWAUKEE STREET 


way 0 76 WISCONSIN 


2.2.2.2. 2 2 2 2 2 2 2 2 2 2 2 2. 2 2 2 2 2 2 2 2 2 2. 2 


QUICK SHIPMENT 


STRAIGHT CARS OF FEED 


= 


2. 2. 2. 2.8, 
ry 

2. 2. 2. 

2. 2. 

see ee 


2.2 
2. 


2 


We have Pure Bran, Spring 
Bran and Durum Feeds in 
warehouses ready for Quick 
Shipment. Write for quota- 
tions and try our service. 


PHONE ATLANTIC | 


I. S. JOSEPH CQ., Inc. 


Flour Exchange 
Minneapolis, Minnesota 


2. 

‘ike 
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Che feed Bag 


“The Dealers’ Paper 


Vol. 4. No. 3. Marcu, 1928 
DAVID KNOX STEENBERGH 
Managing Editor 


Published the first week of every month at 
Milwaukee for retail feed, flour, grain, coal and 
allied products dealers. The only strictly retail 
dealer ——— in the field. Subscription 
price—$2.00 per year. 

Changes in advertising copy may be sub- 
mitted up to the 15th of the month preceding 
date of issue. Last closing date, the 25th. 
For advertising rates, etc., address The Feed 
Bag, 86 East Michigan street, Milwaukee. 

The Feed Bag is official publication of the 
Central Retail Feed Association and circulates 
monthly to practically every responsible retail 
feed and allied products dealer in the East and 
Central Northwest including all members of the 
Eastern Federation of Feed Merchants. 


Copyright, 1928, Editorial Service Co.,Inc. 


100 LBS. 


LINSEED 


FLAX SCREENINGS 


MANUFACTURED BY 


STUHR-SEIDL COMPANY 
MINNEAPOLIS, MINN. 


INGREDIENTS 
PURE 0. P. LINSEED MEAL AND GROUND 
FLAX SCREENINGS. 


ANALYSIS 
MINIMUM CRUDE PROTEIN 30.0% 
MINIMUM CRUDE FAT 55% 


MAXIMUM CRUDE IRE 10.0% 


The leading brand of 30% 
Meal. A little higher in 
price because it contains 
a larger percentage of 
Pure Linseed Meal than 
other brands. We are 
getting repeat orders for 
Minnehaha in Wisconsin 
and other states. 


STUHR - SEIDL 
COMPANY 


MINNEAPOLIS 
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Established 1892 


GRAIN AND FEED 


MILWAUKEE, - WISCONSIN 


= FRANKE GRAIN CO. 


Deutsch & Sickert 


400-402 Chamber of Commerce 


000000002000 


Company 


REPRESENTATIVES OF 


A. E. STALEY MFG. CO. 
Corn Gluten Feed . . . 23% Protein 
Corn Germ Meal .. . 18% Protein 


Staley’s Perfect Protein Feed 33% Protein 
Straight and Mixed Cars 


34% Linseed Meal 


43% Cottonseed Meal 
Bran Middlings 
Flour Midds—Wheat Mixed Feed 
Rye Middlings—Hominy Feed 
Ground Flax Screenings 
Ground Grain Screenings 


Get our CORN and OAT 


Prices 


Feeds of all kinds also Hay— 
Alfalfa Hay a Specialty 


1674 
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Use the Phone — Call 
BROADWAY 
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of Better Poultry Feeds 
Built Correctly. Perform Best. 


Chick Starter Mash with Cod Liver Oil 
and Cod Liver Meal contains suilable proteins in 
the proper amounts for rapid gains and low mor- 
tality. This solves the problem of marketing broil- 
ers quickly and hitting a profitable market. The 
high percentage of suitable protein makes for the 
most 


Mash Coa Liver Oil and Cod 
Liver Meal is lower in proteins and furnishes 
minerals and vitamines for a_ rugged, healthy, 
growth. By getting full growth at the nght time a 
pullet of large egg is developed— 


Ege Mash sii Cod ‘Liver Oil and Cod 
Liver Meal carries on the work started by the 
starter and growing mash. It furnishes the raw 
materials to make thick shelled, hatchable eggs. It 
also furnishes nourishment for bodily up- keep. 
That’s why True Value fed birds have a long and 
profitable life 


MANUFACTURED BY 


SALESMEN: 


Have fertile territory avail- 
4 able for aggressive, capable 
e men: must be experienced. 
Write Dept. J, Ladish Mill- 
ing Co., Milwaukee. 


MILWAUKEE, WIS. 


| Ohe 


FLOUR 


‘THE HIGHEST PRICED FLOUR IN AMERICA 


AND WORTH ALL IT COSTS* 


per cent more King Midas Flour, 
than ever before, was sold in the state of Wiscon- 
sin. This is an increase of onethird over the 
sales in barrels during 1926. Every King Midas 
dealer throughout the country shared in the bene- 
fits of increased mill production, bigger local sales 


and greater profits. 


1.—King Midas Flour has un- 


equaled merchandising value. Its 
well-known high quality and uni- 
versal popularity make the account 
an unquestionable asset. King 
Midas leads as a repeating flour 
with many dealers. 


2.—King Midas prices are 
maintained consistently reason- 
able in accordance with King Midas 
quality. This enables the dealer 
to satisfy his customers with re- 
spect to selling prices as well as 
quality and performance. 
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